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Tony Wo 


will tell your 
customers to bring 
their tables UP-TO-DATE - 


The soft, Southern drawl of Tony Wons and his 
homely philosophy have made him the leader in fan 
mail for the whole Columbia system. Think what 


his endorsement of the “Bring-Your-Table-Up- 


0 hi Cc 0 L U M B | A S Y S T E M to-Date” Sale will mean to your women customers. 





Tony Wons—top-notch favorite of the air— Here is the list of 53 Columbia stations which will cover 
creator of the memorable phrase “Are You the country: 

. p_.9 90 T . . _ . . . 
Listenin’ ?” W hat a natural selection he is for City Station City Station 
the honor of telling the women of America ‘ieee “a sitaite WOAM 

. ee M4 = f -IJn- AKron f Vitam Ail 
about the marvelous “Bring-Your Table Up ‘Aden WOKO ~ WISN 
to-Date” Sale on 1847 Rogers Bros. Silver- ye woe WGST Minneapolis WCCO 
plate. This sale, as you know, runs from Bakersfield KERN New Orleans WDSU 
November 5 through November 26. Baltimore WCAO New York City WABC 

s Birmingham W BRC Orlando W DBO 
On November 10, 11, and 12, and again on Boston , WAAB Philadelphia WCAU 
November 17, 18, and 19, the inimitable Tony Bridgeport WICC Pittsburgh WJAS 
Wons will give daily broadcafs to bring these Buffalo WGR Portland KOIN 
& Charlotte WBI : aa 
women to your store on Thursday, Friday, Chicago WBBM Providence WEAN 
and Saturday—the three big shopping days Cincinnati WKRC me byfneg 
a pal spre Cleveland WHK mr prea rt 
, . ' , Columbus WCAH vel —~apnlitamee A pie 
This nation-wide broadcast will be the final Dallas KRLD ~_ Diego KGB 
buying urge—following the barrage of maga- Denver KLZ — rose al “ya 
zine advertising that will be seen by 38,000,000 _— “tid indoor as" matt WTOC 
readers. Ft. Wayne WwoWwo Seattle KOL 
> : ‘ : Harrisburg WHP Spokane KFPY 

— Peete se ae - ~ seeuny = athead WDRC St. Louis KMOX 

svening ost for November », out Indianapolis WFBM Stockton KWG 
November lI. a — KMBC Syracuse WFBL 
*The back cover of December Ladies’ [Tittle Rock, Ark. RLRA “nog WDAE 
Home Journal, out November 11. Los Angeles KHJ Toledo WSPD 
Louisville WHAS Washington WJSY 


®The back cover of December Redbook, 
out November 5. 

®The back cover of November National 
Geographic, out November 5. 

® The third cover of December Photoplay, 
out November 10. 


Wire your order today—our factories are 
operating on day and night shifts to fill the 


remarkable volume of orders already placed 
by the trade. Genuine Original Rogers Silverplate 


The mark of the International Silver Company 
—the world’s largest manufacturer of silverware 


—the world’s largest advertiser of silverware. 





A PRODUCT OF THE INTERNATIONA SILVER COMPANY, Meriden, Conn. 


NEW YORK, 9-19 Maiden Lane; CHICAGO, Merchandise Mart; SAN FRANCISCO, 150 Post Street; ST. LOUIS, Ambassador Building; ATLANTA,901 Hurt Building 
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SOLD ONLY BY LEADING JEWELERS 





HICKS’ GIFT SUGGESTIONS — 


Men’s Pocket Lighters Dial Telephone Pencils 

Ladies’ Purse Lighters Golf or Money Clip Pencils 

Pencil and Lighters Wrist Strap Pencils for 

Cigar Piercer and Lighters Golfers 

Lipstick and L ighters Calendar Pencils 

—— Piercer and Pen and Pencil Combination 
ighters 


Memorandum Cases Nail File and Pencils 


Combination Knife and Pencil Complete Line of Pens and 
Combination Key, Knife and Pencils for Ladies and 


Pencil Gentlemen 


HICKS 


pens 
pencils 


and novelties 


O Jewelers who sell only 

merchandise of high quality 
and distinctive patterns, this 
CHRISTMAS offers a rare 
opportunity to maintain lasting 
prestige, to win customer confi- 
dence and to earn substantial 


profits. 


For by showing Hicks’ Pens, 
Pencils and Novelties which are 
beautifully designed and exe- 
cuted, and mechanically perfect, 
the Jeweler can be sure that he is 
not only adding to his reputation, 
but that he is building the perma- 
nent basis for a profitable busi- 


ness. 


Hicks’ Pens, Pencils and Novel- 
ties are made in platinum, gold, 
silver and plate. We urge all 
good jewelers to investigate this 


opportunity. 


“Quality and Service—Always” 


WILLIAM S. HICKS* SONS 


10 AUSTIN STREET 


NEWARK, N. J. 
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SPEAKING OF THE JEWELRY TRADE a4 a a4 


A jeweler of Astoria, 
Long Island, A. Usdin, has received 
publicity in the local newspapers for 
“Six commandments for the care of 
timepieces,’ on which he has been 
quoted freely. They are: 

“1. Wind regularly at the same 
time every day; preferably on arising 
because most people are more regular 
in awakening than retiring. 





“2. Do not open the case and ex- 
pose the works of the watch to dirt. 

“3. Never expose :: watch to damp- 
ness Or moisture, and in the case of 
a wrist watch, remove it from the 
arm while washing your hands. 

“4, If the crystal breaks or cracks 
it should be replaced with a new one 
immediately. 

“5. A watch should not be jarred 
unnecessarily. A sudden shock may 
bend a delicate pivot or crack a tiny 
jewel. 

“6. Have the watch cleansed and 
oiled regularly every 10 or 12 months. 


q+ ¢ 4 


Whew Piper, 


Chicago, has just completed a most 
interesting work upon the precious 
stones mentioned in the Bible begin- 
ning with quotations from the Book 
of Genesis, 5,936 years ago and going 
through the principal works of the 
Old Testament and the New Testa- 
ment giving every essential reference 
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to gems made by their inspired 
authors. In his introduction to the 
quotations from the Book of Job, 
written 3,452 years ago, he says: 

“We know that the writing of the 
Scriptures was the work of many men 
and that their labors extended over 
many centuries. If only one of the 
prophets or writers had mentioned 
jewels or precious stones, it would 
mean little or nothing, because it 
would only reflect his individual re- 
action of the beauty of gems and 
the value in which they were held at 
his particular time. So it is important 
to note that there is hardly a book 
in the entire Bible in which the 
beauty and value of gems and jewelry 
is not recorded. ‘The Book of Job 
records events that took place 1,520 
years before Christ and even that long 
suffering soul pays tribute to the 
va.ue of jewels in Chapter 28 refer 
ring to wisdom. 


q¢ 4 


4d 
= is a certain 


type of retailer who feels he can escape 
paying taxes if he refuses to register 
as a producer,” said Wilson A. 
Streeter, vice-chairman of the Special 
Committee on Taxation of the Jewelry 
Industry recently. “Our committee 
believes this attitude is downright 
shortsighted. We have always ad- 
vised every potential producer to buy 
on certificate so as to be in a position 
to defer the payment of tax and in 
case the law is changed, or repealed. 
to save the tax. 

“In view of the fact the Commis- 
sioner of Internal Revenue has stated 
that regardless of whether you are now 
a manufacturer, producer or assem- 
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bler, any goods you have on hand 
which you made or had made to your 
order are taxable when sold, it is most 
unwise to fail to apply for registra- 
tion. Even if you never made use of 
this right to buy under a certificate, 
it is wise to have it, as there is no cost 
except notary fee to obtain the license 
to do so.” 


+ 4 


[, introducing the 
little pamphlet, Jewelers, How Are 
Your Profits? Percy K. Loud of 
Wright, Kay & Co., Detroit, repeats 
the old story of the asses who were 
tested for wisdom by the prophet with 
the question ‘““What would an ass re- 





quire for a three days’ journey?” And 
they answered, “Oh Prophet, any ass 
would require three bags of dates and 
six bundles of hay.” Then said the 
prophet, “I have for one of you a 
three days’ journey, but I will not 
give three bags of dates and six bun- 
dles of hay for making it. Let him 
who will go for less stand forth.” 

And the fable goes on to say that 
they all stood forth and all began to 
talk at once. One would go for two 
bags of dates and six bundles of hay. 
Another for one bag of dates and 
three bundles of hay, etc., until finally 
one especially long-eared animal 
agreed to go for but one bundle of 
hay. 

And the prophet is said to have 








cried, - ‘Fool, you cannot even live 
for three days on one bundle of hay 
much less profit from the journey.” 
“True, the long eared one replied, 
“but I wanted to get the order.” And 
the fable goes on to add “and from 
that far off day to this, asses have 
been known as fools and price cutters 
known as asses.” 


ee ee 


Md 
Pp eople of 1932 are 


the people of yesterday; the people 
of tomorrow; the people. They live 
about the same, are moved by the 
same motives, are sold by the same 
processes ; and ‘barking’ (in advertis- 
ing) may get results but destroys con- 





fidence the same today, as it did in 
1922,” says E. W. Elmore in a prac- 
tical course in advertising just issued 
under the title of “People of 1932.” 
“Ninety per cent of the people are 
honest, want honest values, truthfully 
and simply told, and will respond to 
advertising that presents facts, clearly, 
intelligently and interestingly.” Mr. 
Elmore continues: “Let us cease 
shouting and begin appealing. Let us 
talk convincingly rather than vaguely. 
* * * Let us create the desire by 
showing new ways of living that make 
for more comfort, more luxury, more 
independence and we shall find much 
to our clouded minds, that women 
want to spend, not to save—that they 
are interested in Fashion and that 
they have money, and will spend it if 
you make choosing merchandise at 
your store a thrill and a pleasure 
rather than a catalog list of lowest 
prices in history. 


q¢ ¢ 
dd 
a” often hears 


the jeweler say ‘we are the first to 
feel the depression and the last to 
recover from it.’ It is their idea that 
they will have to wait a long time for 
active jewelry business after business 
generally recovers,” said A. W. 
Lewin of the Lasky Co., Inc., New- 
ark, N. J., recently. But he adds 
that this idea is entirely erroneous 
quoting as his authority Rowland D. 


Goodman, president of the Tappin 
Stores, who said: 

“When business recovers, you will 
find men and women, who are again 
enjoying regular salaries, spending 
part of it in the jewelry stores. It 
won’t take long before they are mak- 
ing purchases for Christmas, Mother’s 
Day, weddings and engagements, an- 
niversary gifts, and for many other 
occasions for which jewelry has 
always been considered most suitable. 
In fact, jewelry is a necessity, not a 
luxury, for a large class of people. 

“When the mills start humming 

. when offices, banks, mercantile 
houses and institutions are again 
busily engaged, you will find jewelry 
stores enjoying their rightful pro- 
portion of sales. Jewelers will not 
have to wait until an uncertain future 
time to get their share. For, in our 
opinion, it will come simultaneously 
with the renewed business activity 
which other lines will enjoy.” 


4+ ¢ ¢ 
An expert in the 


manufacturing of lubricating oils 
warns watchmakers and jewelers of 
the danger of the slightest trace of 
acid in the lubricant they use. 
“Watch oils,” said he, “must be neu- 
tral, for the presence of acid means 
blackened and corroded pivots and 
tends to produce gumming. Even the 
best qualities in oil are nullified if 
it contains a trace of acid. 

“The watchmaker must be very 
careful that he himself is not responsi- 
ble for the introduction of acid. Oil 
may leave the factory absolutely neu- 
tral, but if an unclean tool is used to 
take the drop of oil from the bottle 
to the oil cup some substance may 
have adhered to the tool which, when 
introduced in the oil, will set up an 
acid formation.” 


+4 4 


= of our 
manufacturers have received from a 
large retail concern of Illinois a slip 
attached to its orders that contains a 
request that should be heeded. For 
the slip begins by saying, ‘““What can 
you say about your product that will 
be of real help to our sales people in 
promoting it? Please include with 
all merchandise sent to us a state- 
ment of its best selling points.” 
After going into some detail as to 
what this dealer requires the memo 
urges manufacturers and wholesalers 


32 








to do everything in their power to in- 
augurate and back a “trading-up” 
campaign throughout the country, 
“Cheap merchandise is going to de- 
moralize retail business unless some- 
thing constructive is done to over- 
come the present tendency to trade 
down,” says the firm. “Help us to 
sell better merchandise by pointing 
out what constitutes differences in 
quality. Where possible, give us the 
exact specifications and trade names 
of materials used.” 

If manufacturers would supply all 
their dealers with the information re- 
quested by this house a big step would 
be taken toward the selling of better 
merchandise. 


4+ 4 4 
Asked what quality 


he would rate above all others as 
essential to success in retailing a well- 
known authority said “Resourceful- 
ness.” ‘Taking this as his theme, the 
editor of Automotive Observations 
writes: “There are lots of other 
qualities that will help a man to win, 





but none quite so much as ability to 
size up situations quickly and then 
use them to advantage. Nothing but 
quick and clear thinking can keep 
any dealer abreast of his problems. 
Honesty, sincerity, ability to handle 
men, capacity for everlasting work, 
sales instinct, organizing genius—all 
these things are vital. But all of 
them combined won’t get you by with- 
out mental alertness. A one-track 
mind is sure death to the dealer no 
matter how many other good qualities 
he has. 


q+ ¢ 4 


Production and treatment 
of the white gold alloys are discussed 
by Werner Frohlich of Potsdam, Ger- 
many, in an article in a recent issue 
of The Metal Industry (London). 
In which he says: 

“Of the two chief groups of white 
metal alloys the gold-nickel-zinc mix- 
tures are by far the most difficult ; the 
variation of properties does not in 
their case conform to progressive 
changes of composition; and only a 
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few formulas of each karat display 
the technical properties required. 

“Much better properties are being 
exhibited by the second chief group of 
the white gold alloys, the gold-palla- 
dium mixtures, which are much more 
easily worked and not nearly as hard 
on the working tools. Also they are 
more easily enamelled. However, on 
account of the rather high prices of 
palladium, the use of these alloys is 
restricted to the production of select 
jewelry, or where the attainment of 
certain artistic effects necessitates the 
use of a material of perfect mechanical 
properties. 

“The price of palladium dropped 
almost 50 per cent during 1930, so 
that a wider use will most certainly 
be made of this valuable group of 
alloys.” (The average prices per 
ounce of palladium during the past 
four years were: 1929, $39; 1930, 
$26; 1931, $20; 1932, $20.—The 
Editor.) 

4 ¢ 4 


yi F. Halford-Watkins 


of England in a recent article on the 
“Star Stones,” gives a tip to sales- 
men that should be appreciated by 
all jewelers handling such gems. 






yonDERFUL 





“Remember,” he says, “that  star- 
stones demand a single light, as lights 
coming from different directions will 
obliterate the star. So if you want 
to show a star ruby, or sapphire, to 
its best advantage, show it in a room 
with one window, or take it into a 
passage where the light only comes 
in from one door. Never attempt to 
show it in a shop which is lit from 
both back and front, as the one light 
kills the other and completely spoils 
the star. And never in any circum- 
stances attempt to show it in a 
darkened room. How often have I 
seen a salesman make both these mis- 
takes and fail to effect a sale, after- 
wards cursing because the wretched 
star would not show up as he hixa- 
self had previously seen it do. 

“The ideal way to show a star is 
to show it in direct bright sunlight; 
or failing that show it at the bottom 
of a black paper tube about three 
inches in diameter, and four inches 
long, with a strong electric light 
directly overhead.” 


THE JEWELERS’ CIRCULAR 
for November, 1932 


A buying wave will 
supersede the present wave of thrift, 
according to a recent release of the 
Commercial Credit Co. Sales volume 
will mount in all lines. But unless 
we have learned to turn sales into 
profits, a renewal of buying will only 
mean more work without more gain. 
If our sales of that era are bought at 
each other’s expense (as sales in so 
many lines are now) we will only 
succeed in speeding up the treadmill 
without escaping from its limitations. 

“With greater poise and broader 
vision, the outlook may be very bright 
indeed. But if the old expediency pre- 
vails when times speed up—there’s 
nothing to it. If we are big enough 
to cast aside the opportunist’s false 
and outworn creed and set the Golden 
Rule up in its place, we shall progress 
beyond our highest present hopes. But 
if we try to muddle along on the same 
old lines—don’t kid yourself. Our 
best days are behind us.” 


q¢ 4 


[., telling of 
the educational publicity carried on 
by the National Jewelers’ Publicity 
Association recently, John Drake, 
its executive secretary, stressed a 
phase of its work intended to safe- 
guard the industry from acts result- 
ing from an uninformed or misin- 
formed public attitude. The asso- 
ciation here makes definite efforts to 
build up sympathetic feeling and to 
help the attitude of the public toward 
the jewelry trade through public 
talks, lectures and bulletins. These 
are composed with the idea of teach- 
ing the consumer a better apprecia- 
tion of and for the jewelry products, 
and that is why it attempts to carry 
on a field service which provides for 
contact and services reaching the pub- 
lic through the media of lectures and 
addresses in cooperation with local 
groups and state associations. 


> o < 


Fleer the words 
of Tubal Cain, the smith who be- 
came a maker of jewels, as reported 
by H. L. Carpenter, Providence, 
R. I., in a recent address at Boston. 

“In the making of merchandise 
there is joy, but the selling thereof is 
sorrow and loss if it be not done 
wisely. 

“T have been young, even now have 
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spent a mere 500 years of my ‘pil- 
grimage, and though my days were 
thrice prolonged yet will I start no 
business without planning and fore- 
thought—for it is folly. 

“Let not the maker boast himself 
of his work, but let him consult earn- 
estly with the seller. ‘Thus shall both 
have profit of their labor. For is it 
not written “Thou shalt not muzzle 
the ox that treadeth out the corn,” 
and verily the laborer is worthy of 
his hire. 


“A threefold cord is not quickly 





broken, and the thoughts of three are 
better than the thoughts of one. 

“Competition is confusion, but 
agreement is the flower of knowledge. 
Therefore shall every wise man 
counsel with his brethren to their 
common advantage, and all shall re- 
ceive their reward.” Namely, Profit 
Through Cooperation.” 


q+ + 4 


Md 

"Te improve the condition 
of our industry all effort must come 
from within as we can expect no help 
from without,” said Stephen H. 
Garner, president of the New En- 
gland Manufacturing Jewelers’ Sil- 
versmiths’ Association, in an address 
at Boston recently. “Other asso- 
ciated industries are bearing their 
own share of their problems and we 
must bear and solve ours. Jewelry 
of the luxury and semi !uxury class 
has suffered greatly from the success 
of new competitors for the family al- 
lowance during recent years. - I refer 
to such competitors as radios, auto- 
matic air refrigerators, oil burners 
and a hundred other new products 
that were unknown as luxuries in the 
past. We, as an industry, must in- 
stitute a campaign of education and 
intensive selling to regain our share 
of the family allowance that we form- 
erly obtained. 

“This can only be accomplished by 
the unanimous, whole-hearted cooper- 
ative and aggressive effort on the part 
of the members of the three major 
branches of our industry; i.e. the 
manufacturer, the wholesaler and the 
retailer. We must work together in 
a common aim.” 








Photo by Underwood & Underwood 


GEORGE H. WILCOX 


author of this article, is chairman of the board of 
directors of the International Silver Co., and has had 
a long and honorable career which has brought him 
in contact with jewelers everywhere. His connec- 
tion with the silver industry to which his entire busi- 
ness life has been devoted began immediately after 
his graduation from Yale, in 1876, when he entered 
the employ of the Meriden Britannia Co., of which 
his father, Horace C. Wilcox, was one of the 
founders. 

In 1893 he became president of the Meriden 
Britannia Co., holding the office until the company 
joined with other leading manufacturers in 1898 to 
form the International Silver Co. At the time of 
the new company’s incorporation Mr. Wilcox was 
elected first vice-president, later becoming presi- 
dent, which office he held with distinction until 
August, 1928, when he became chairman of the 
board. 

Mr. Wilcox’s philosophy of life, as exemplified in 
word and practice, makes him an ideal leader to 
lend sincere encouragement, at this time, to the 
silver and jewelry trade. Serene and confident, 
he has met all difficulties and still finds the world 
an excellent place in which to live. Beloved by as- 
sociates and employees of the International Silver 
Co. because of his genial nature and admired for 
his courage at all times, George H. Wilcox belies 
the maxim that “a prophet is not without honor 
save in his own country.” 


——— h=]]|=~=|“"“]l=—— 
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“CONDITIONS 


Dean of the Silver Plated |n- 


dustry Gives Strong Reasons 
for Courage and Optimism 


Wy this extreme 


pessimism that seems to be permeating industry, especially 
the Jewelry industry? 

If we stop and think it over honestly, we are simply 
getting what we ought reasonably to expect to get, based 
on 100 years of experience, but perhaps a little more of it 
than we would like. Our forefathers had it and should 
we not be as able to meet any emergency as did they? 
Our children will have to meet one and they need our 
example to brace them up to meet what is coming to them. 
So, let us in the jewelry industry brace up ourselves, take 
our emetic gracefully, realizing every one of us, that when 
we get over the effects of it we will feel better than ever. 

Think over the last 100 years and let us note a few 
of the business troubles borne by the people of those times. 
You will find we have a slump every 20 years, from all 
of which a recovery was made just as one will be made 
from our present troubles. 

Yn 1833, practically 100 years ago, Daniel Webster in 
a speech in the Senate of the United States spoke as fol- 
lows: and every word of which applies to the present 
situation : 

“There are persons who constantly clamor—they 
cry out loudly against all banks and corporations— 
they carry on mad hostility against all established 
institutions. In a country of unbounded liberty they 
clamor against oppression—in a country of equality 
they would move Heaven against privilege—in a 
country where property is more evenly divided than 
anywhere else, they rend the air shouting agrarian 
doctrines—in a country where wages of labor are 
high beyond parallel they would teach the laborer 
he is an oppressed slave.” 


Have we not seen and heard all this in the past two 
years? 

The United States recovered from the trouble as they 
will now. For about 20 years the people enjoyed pros- 
perity, then a slump came. 

September 14, 1854.—The directors of the Meriden 
Britannia Co. (a predecessor of International Silver Co.) 
passed this resolution: 

“That in consequence of the hardness of the times 


and the dullness of business, we dismiss all hands 
except those with families and apprentices, and that 
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ALWAYS RIGHT THEMSELVES” 


the hands shall only make such articles as there is 
a demand for.” 
We have not yet taken as radical action as this. 


May 7, 1855.—The same directors passed this reso- 
lution : 

“Voted: to pay the hands after July 1, some- 
where from the Ist to the 15th of each month at 
least 1/3 of the amount of wages due them in cash 
and to settle twice a year in full.” 


We have not yet taken as radical action as this. 
The records show further that the directors on January 


16, 1858: 


“Voted: that a vote of thanks be tendered to 
H. C. Wilcox and George R. Curtis for their un- 
ceasing labor during the late panic, to protect the 
company’s honor and integrity.” 


The Meriden Britannia Co. survived and came through 
stronger than ever the panic of 75 years ago due to the 
never-be-beat-ism of the managers. Are we any weaker 


than the men of 1854? 


Confirming this condition as prevailing through the 
country, note the editorial published by Harper’s Weekly, 
October 10, 1857: 


“It is a gloomy moment in history. Not many 
years—not in the lifetime of most men who read 
this paper—has there been so much grave and deep 
apprehension; never has the future been so incalcul- 
able as at this time. In our own country there is 
universal commercial prostration and panic and 
thousands of our poorest fellow-citizens are turned 
out against the approaching winter without employ- 
ment and without the prospect of it. 


“In France the political caldron seethes and 
bubbles with uncertainty; Russia hangs as usual like 
a cloud, dark and silent upon the horizon of Europe; 
while all the energies, resources and influences of 
the British Empire are sorely tried, and are yet to 
be tried more sorely, in coping with the vast and 
deadly Indian insurrection, and with its disturbed 
relations in China. 


“Tt is a solemn moment, and no man can feel an 
indifference—which, happily, no man pretends to 
feel—in the issue of events. 


“Of our own troubles no man can see the end. 
They are, fortunately, as yet mainly commercial, and 
if we are only to lose money by painful poverty to be 
taught wisdom, no man need seriously despair. Yet 
the very haste to be rich, which is the occasion of 
this widespread calamity, has also tended to destroy 
the moral forces with which we are to resist and 
subdue the calamity. 


“It is no time for idleness or trifling, for forgetful- 
ness or selfishness. —The complexion of every country, 
and of the world, rests at last upon the character of 
individuals.” 

Why don’t we, in the jewelry industry, take the last 
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“Let us each and everyone take up another hole in 
our belt—just for the present—remembering all 
the while that 90 per cent of our citizens are eating 
three good meals per day; are living in homes which 
enjoy luxuries unknown in 1893 or 1907; that they 
have over 20 billion (not million) dollars in the sav- 
ings banks; that all told we have over 50 billion 
dollars on deposit and just as soon as people get 
tired watching those funds doing nothing they will 
begin to use them. Then the deluge of good busi- 
ness. For the purchasing power of the 120 million 
citizens of the United States is greater than that of 
500 million Europeans and much greater than that 
of a billion Asiatics.” 





paragraph as applying to ourselves in 1932-1933? Just 
as surely as conditions of 1854-1858 righted themselves, 
so will the clouds of 1929-1933 break away and the sun 
shine brighter than ever. 

But to continue; 20 years later came the panic of 1873 
when the whole country was going to the demolition 
“bow-wows.” There was nothing pleasant in sight— 
pessimism prevailed—but we pulled out. 

Just 20 years later came the panic of 1893 when again 
we were all going to be wiped out.’ Labor was begging 
for work at 10 cents per hour and General Coxey with 
his army of unemployed marched on Washington to place 
before Congress their wants, as have the B.E.F.’s in 1932. 
And again we went broke. 

Another 20 years of prosperity and we come to the 
panic of 1907-1908 when actual money disappeared en- 
tirely. There wasn’t any! Communities issued their 
own money and again, the United States was going broke. 

October 27, 1907: The New York Tribune printed 
an editorial which said in part: 


“Since 1893 the United States has enjoyed a period 
of prosperity prolonged beyond precedent . . . in 
spite of questionable practices on the part of reckless 
and untrustworthy operators. The banking institu- 
tions of the city are sound and entitled to confidence.” 


We can see from this, that the people at that time had 
the same trouble we are having. 

They recovered; so will we. 

November 9, 1907: A New York paper printed this 
article: 


“Public confidence is unsettled throughout the 
nation—financial credit is impaired all over the 
union—banking facilities are almost suspended— 

(Turn to page 91) 



























EDITH DUHAMEL 


The most essential factor 
in selling costume jewelry is to know it. 
wants to know what she is buying. It is important, 
therefore, to know the metals, whether gold, silver, cop- 
per or white metal. Of equal importance is the knowl- 
edge of the stones—are they real, imitations or synthetic? 
A customer cannot be impressed by the mere mention of 
a “green stone’—she desires to know the name and 
quality, whether real or imitation. 


Have available complete knowledge regarding the new- 
est tendencies in fashion trends. Follow closely the style 
influences of important authorities and be in position to 
make a direct statement that stylists have pronounced 
this type of costume jewelry the most acceptable acces- 
sory to complement the very newest fall gowns. 


Expressions of this character build into the customer a 
confidence and belief in your knowledge and judgment 
which tumbles down much sales resistance that would 
otherwise have to be penetrated with lengthy arguments 
and convincing proof of your sales talk. 


Another important fact is displaying the merchandise 
attractively, so as to appeal to the eye. Outside counter 


The customer 
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KNOW COSTUME JEWELRY 


by 
EDITH DUHAMEL 


Miss Duhamel, the author of this article, 
is one of the progressive saleswomen among 
the younger element in the jewelry trade who - 
has carefully studied the buying tendencies 
of today and developed sales methods that 
will bring costume jewelry before possible 
patrons to the best advantage. 


The information on which this article is 
based and the suggestions contained there- 
in were developed by her while employed by 
the TILDEN-THURBER CORP., PROVI- 
DENCE, in the promotion of sales of popu- 
lar priced and appropriate jewelry. 


displays on silks or velvets, arranged in groups giving a 
harmonious effect, demand attention. ‘This type of dis- 
play is valuable because it gives the customer an oppor- 
tunity to view the jewelry at close range. ‘The interior 
of the cases should also be arranged so that the colors and 
metals will blend and harmonize. 


Jewelry, when being shown to a customer, should be 
handled gracefully and carefully. One of the tricks of 
the trade is to show the customer the merchandise on a 
velvet or silk pad. Such a background brings out the 
best in the piece displayed and helps in promoting a sale. 
Another, and a clever one, is in having the customer try 
on a necklace which is certain to look well with the en- 
semble she is wearing. She immediately feels a sense of 
possession and invariably buys. It is difficult, indeed, to 
know all the little tricks depending upon the individual 
customer. No longer may we speak of tricks in trades as 
deceptions, for they are often the simplest schemes of 
psychology in relation to the technique of salesmanship. 


It is of extreme importance for a store to carry mer- 
chandise of quality, color and design of the mode and at 
the same time create a reputation as leader in costume 
jewelry. Better merchandise is consistently in greater 
demand. ‘Quality is the Watchword.” Even more so 
now as the great quantities of extremely cheap merchan- 
dise which have prevailed in the past year or so have 
caused a detrimental reaction. The consumers are eager 
to get away from the inferior to quality goods, as they 
realize now more than ever that quality is economy. 
There is no question but that there is a definite interest 
in better grade merchandise, with customers willing to 


THE JEWELERS’ CIRCULAR 
for November, 1932 
























TO SELL CUSTOMERS 


pay for better quality. Universally, women want to be 
dressed in good taste and in good fashion. They buy 
jewelry to enhance their appearance and complement their 
costumes. Certainly this cannot be accomplished with 
cheap, “tinselly” jewelry—only quality jewelry brings out 
the best in appearance. 

Immediate attention and a very pleasant ‘““How do you 
do?” is an extremely important factor in approaching a 
prospective customer. Better still is to call the customer 
by name if possible. By this method the customer in- 
stantly becomes subject to a conversational approach. 
Often a casual remark about a piece of jewelry at hand 
gives the lead as to what interests the customer. If this 
fails it is advisable to ask the customer if she is inter- 
ested in any particular type of jewelry. Very often she 
does not know what she wants—‘“‘Just something new and 
smart.” It is therefore necessary to know definitely the 
trend of fashion as to style, fabric and color for street and 
general wear, for sport and spectator wear, for afternoon 
and evening wear. This information is essential in sell- 
ing costume jewelry. When the customer realizes you 
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have knowledge as to the correct thing to wear she has 
confidence in what you say and buys what is shown. 

Then there is the customer who has a decided idea as 
to what she wants in every detail. Show the customer 
what she asks for or come as near to it as possible. If 
the jewelry shown does not meet with her approval, try to 
substitute other pieces that would be fitting. After you 
have shown this customer everything available, and you 
discover that she is not going to buy, suggest that you 
would be glad to get a selection of the pieces she desires 
so that she can make a choice. This generally meets 
with the customer’s approval, makes her satisfied that 
everything has been done to please her and saves her from 
going to a competitive store. 

In selling costume jewelry, whether it is a necklace or 
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any other requested piece, it is always advisable to show 
the customer the entire ensemble. Often this leads to the 
sale of more than one piece and, if the customer does not 
make the purchase at the moment, invariably she com- 
pletes the ensemble later, adding a piece from time to 
time. There are some customers who merely come in to 
visit, stating emphatically that they do not wish to buy. 
However, since they are in the store and in the jewelry 
department that is an indication that they are interested, 
so by no means neglect such a person. Show them around 
and invite them to look at the new lines. Very frequently 
they buy or become very much interested in something 
they see and come in later to purchase. 

Costume jewelry should be moved as quickly as pos- 
sible, because of changes in fashions from season to season. 
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Promoting Ring Sales 


HE movement to promote the sale 

of rings of all kinds during this 
month that has been sponsored by the 
manufacturers, stone dealers, whole- 
salers and retailers, as well as by the 
various trade organizations, is one 
that should have the interest and sup- 
port of every jeweler. For there is 
no article that the jeweler carries that 
is so thoroughly associated with senti- 
ment and tradition as is the ring and, 
consequently, no article which lends 
itself so readily to sales promotion 
among those buying under the gift im- 
pulse, which is the basic reason for the 
business that the jeweler gets during 
the holiday season. 

As pointed out in another column, 
the fashions of the winter practically 
give a renewed call for the wearing of 
the ring, and there has been no better 
time in which public interest in rings 
could be excited by proper publicity 
and sales methods than the next two 
months afford. 

For ages the ring has been a staple 
article from the jeweler’s stock and it 
has been unfortunate for the industry 
that interest in rings has been allowed 
to wane to some extent within the past 
decade. We can and we should be 
able to make up for our negligence in 
this regard and now seems the proper 
time to do this. If the retailer will 
take advantage of the opportunity now 
offered by this movement, enlist the 
support so generally being proffered 
by the wholesalers, manufacturers and 
stone dealers and plan to properly 
merchandise his ring lines, the effect 
upon the entire industry should be 
very good indeed. 

The intention of the manufacturers 
and others behind the movement, we 
understand, is to concentrate the pro- 
motion of rings by retail jewelers over 
a period extending from November 
14 to 19, inclusive. It is not neces- 
sarily the idea to establish this time as 
a “Ring Week” with the public but 
to have jewelers of the country coop- 
erate in bringing the subject of rings, 
their beauty, their value and the senti- 
ment expressed by them as well as their 


other features, before the buyers of the 
country all at the same time. In this 
connection, the idea of the birthstone 
and its meaning may be stressed to ad- 
vantage. 

The success of the movement will 
largely lie on the efforts made by the 
retail jewelers themselves. For the 
benefit of those who are interested, 
we are publishing in this issue a num- 
ber of articles and suggestions which 
we hope will be of use to the intelli- 








Taxes Take One Dollar in Every Four 


In 1913 Government costs, Federal, State 
and local, were 8 per cent of the national 
income. 

In 1924 they were 11.5 per cent of the 
national income; in 1928 they were 14 per 
cent of the national income. 

In 1930, with all taxes estimated at 13.5 
billions and national income at. 71 billions, 
the percentage of Government cost had risen 
to 19 

In 1931 national income had fallen to 55 
billions, while taxes were more than 14 bil- 
lions. So that one dollar out of every four 
received by the American people last year 
in wages, salaries and return on investment 
was taken from them in Federal, State and 
local taxes. 

In 1932 the cost of Government will be 
more than 25 per cent of our national in- 
come. 

Isn’t it time that the public instructed its 
representatives in all legislative bodies to 


“STOP SPENDING OUR MONEY?” 
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gent retailer in his efforts to awaken 
interest in his customers and promote 
the sales of one of the oldest forms of 
jewelry. 


q¢ 4 


August's Diamond | mports 


O approach to the normal in 

diamond imports was manifest 
in August as the advance figures of 
the Department of Commerce indicate 
the total value of the diamonds 
bought in that month to be $592,583 
as compared with $401,497 in July 
and $1,480,128 in August a year ago. 
Rough diamonds imported during the 
month amounted to $135,363 of 
which $99,068 came from Belgium, 
none from the Syndicate and $35,684 
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direct from South Africa. Imports 
of cut diamonds amounted to $457,- 
220, the largest shipments amounting 
to $341,855 coming from Belgium as 
against $102,192 from Holland. Cut 
diamonds from South Africa were 
valued at $1,970 and from the United 
Kingdom, $864. 

A comparison of the importations 
of cut and rough diamonds in August 
during the last 10 years follows: 


Cut Rough Total 
1932 $ 457,220 $ 135,363 $ 592,583 
1931 1,213,645 266,483 1,480,128 
1930 2,606,791 472,246 3,079,037 
1929 3,787,697 660,200 4,447,897 
1928 3,634,263 1,300,178 4,934,441 
1927 4,269,730 84,170 4,953,900 
1926 4,486,314 954,956 5,441,270 
1925 4,150,566 539,498 4,690,064 
1924 3,932,559 1,009,587 4,942,146 
1923 4,787,706 516,434 5,304,140 
1922 5,058,617 509,319 5,567,936 
4 ¢ 4 


A Drive for “Quality” 


HE drive to promote “quality” 

merchandise, which, as mentioned 
in the last issue was started among 
leaders of several important indus- 
tries in New York, seems not only to 
have made headway but to have been 
welcomed heartily by the press and 
public alike. That the jewelers at 
large will endorse such a movement 
seems almost unnecessary to state, be- 
cause the jeweler of all merchants has 
most to gain by the education of the 
public as to the advantage of quality 
in comparison with price. Behind the 
jeweler’s merchandise is his reputation 
and on his reputation more than any 
other merchant is he dependent for 
success. 

It has been the sad experience of 
many jewelers that customers expect 
from him quality, workmanship and 
mechanical perfection in their pur- 
chases irrespective of the price they 
pay. People who would never think 
of bringing back a watch or clock or a 
piece of jewelry to a department store, 
novelty house or other dealer will re- 
quest the jeweler to make good if a 
defect is found after the purchase. 
Therefore, the jeweler cannot handle 
with profit the “junk” that has ap- 
peared in various lines that have come 
into his industry without danger of 
loss in standing and prestige though 
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competitors in other industries may 
sell it with impunity. The jeweler 
has learned as has no other merchant 
the truth of the old maxim: “The 
quality lingers long after the price is 
forgotten.” 

Therefore, the drive for quality is 
one that works especially in his favor. 


$44 
Why Retailers Must Pay 


Taxes on Jewelry Sales 
FEATURE of the present tax 


law of which many retail jewel- 

ers seem to be ignorant is the fact that 
they must report and pay a tax on the 
‘sale of every article of jewelry that 
they have produced; And it makes no 
difference when they produced it, or 
when the parts used were purchased 
from the manufacturer or importer. 

Nor does the fact that the manu- 
facturer of the mounting or the im- 
porter of the stone had already paid 
the tax exempt the jeweler from re- 
porting the sale and paying the tax on 
the article he made from this mer- 
chandise. Such a sale is taxable on the 
basis of the price the dealer would 
have paid in the open market for the 
completed article. If, however, the 
manufacturer and importer (or both) 
have paid the tax to the government 
and has charged that tax to the re- 
tailer as an additional item, he is en- 
titled to a refund or credit on his own 
tax payments up to the amount of this 
item he has paid to the manufacturer 
or the importer. This refund or 
credit he must settle with his own col- 
lector of Internal Revenue, but the 
sale of the article must be reported for 
taxation nevertheless. 

A retailer who is a producer may 
avoid the bother of seeking a refund 
or credit by purchasing gems or 
mountings under a certificate which 
“exempts these articles from taxation 
when sold by the importer or manu- 
facturer thereof. But before giving 
this certificate, the retailer must first 
make application for registry to his 
local collector, obtain a license and 
registry number, which number must 
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appear on every certificate which he 
issues. ‘Those who wish to obtain a 
certificate of registry must fill out the 
official form (No. 631) provided by 
the government for this purpose, at 
all revenue offices. 

Some retailers have felt that they 
can escape taxes by refusing to register 
as a producer or manufacturer, but as 
the chairman of the Legislative Com- 
mittee of the A.N.R.J.A. has pointed 
out, the Commissioner of Internal 
Revenue has already stated that even 
if a man be not now a manufacturer 
or producer or assembler, any mer- 
chandise he has on hand that was 
made by him or to his order, is taxable 
when sold. There are few retailers 
who have not such merchandise. 

Nothing can be lost by registration ; 
some advantage may follow. Even 
the retailer who is not producing now 
should put himself in a position to buy 
merchandise free of taxation should 
the emergency arise, so he will then 
pay taxes upon the articles in which 
it is used only when they are sold. 
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A New Business Code 


E are glad to note that the 

new business code covering un- 

fair business practices, proposed by 
the Affiliated Better Business Bu- 
reaus, has received the heartiest ap- 
proval by jewelers and jewelry or- 
ganizations. Among the leading re- 
tail associations in our industry which 
have formally gone on_ record 
as approving the Code are the 
American National Retail Jewelers’ 
Association, and the National Asso- 
ciation of Credit Jewelers, while it has 
had the approval of most of the or- 
ganizations covering other branches of 
the trade, such as the National Jewel- 
ers’ Board of Trade, the Jewelers’ 
Vigilance Committee, and the Na- 
tional Jewelers’ Publicity Association. 
This new business code comes at a 
time when it is most needed in the 
business world and it is hoped that ad- 
herence to it will be as widspread and 
general as has been the endorsement it 


_ has received by thoughtful leaders. 
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CHARLES P. COSTER 


[ have no sure cure 
for all our ills but my main problem in giving this story 
is to get you to THINK. I am sure that if we think a 
problem through, it should develop action. When Mr. 
Campbell, president of the New York State Retail 
Jewelers’ Association, and I were planning how to make 
this talk interesting and ‘at the same time put over the 
facts and truths that we had in mind, we decided on 
cartoons and charts and went to quite an expense to 
have them made. I am sure that it is much easier ty 
carry away these facts with you as pictures; even in a 
homely sort of way. 

You know a Star Boarder enjoys most of the privi- 
leges of the house, choice bits of food, pays little or 
nothing for board, and it is these Star Boarders in our 
business that are eating up the profits. 

We are here to consider, to think about some of the 
Star Boarders in our stores. I am sure that we can’t talk 
our way out of our present condition. To my mind 
there is one way out—to think and work as we have 
never worked before. 

The Star Boarder looks well and healthy by eating 
the choice steaks (profits), while other boarders look on 
in despair. What are some of the Star Boarders of our 
Reise! How about pocket watches, hollow ware, and 
rings! 





About three years ago Mr. Burritt, of our city, and | 
took a trip, a good-will trip, in the interest of the State 
association. We had nothing to sell, we simply called 
on the jewelers in the small towns around and about 
Rochester. Every jeweler owes himself a trip of this 
kind, for I am sure it is worth all that it costs. We went 
into one town where there are two jewelers. The first 
store had old fixtures, the stock was clean and well kept, 
but the goods seemed to shout 1900 or thereabouts. The 
other store we visited the jeweler used as a waste paper 
basket an empty carton. The wallcase doors were left 
open so that everything was dusty. He sold radios, the 
batteries for many of them were on the floor with the 
acid running out. He complained to us about when a 
young man wanted to buy a five-dollar gift for his girl 
that he always went to the city to get it. Mr. Burritt, 
after looking around and knowing the man as he did, 
remarked, “What in have you got in here that a 
fellow would spend five dollars for?” Another old 
jeweler in a town that we visited told us that he had 
engraved every coffin plate of the people who had died 
in that place for years back, and we found that all his 
thoughts about his business were just as dead and anti- - 
quated as that. 

I don’t know how long it will be before business starts 


, to come back, but I am quite sure that the recovery will 


be a slower process than the decline. Father Time waits 
for no jeweler. ‘The sand in the hour-glass is either 
running from profits to losses or losses to profits. The 
lightning strikes—the storm of depression is on, and it 
hits some of this old stock that we have on hand. 

The mainspring has left the spring clock, the old 
convertible watch is going up in the air, and the waves 
of depression are washing away our profits. Some jewel- 
ers are saying, ““My stock is in pretty good shape. I have 
very little old merchandise.” Quit kidding yourself. 
How could it be in good shape when at least 75 per cent 
was bought during the high-price era? Less than 25 
per cent of it was bought during 1931, and most of 
that has been sold. 

New ideas and better selling methods are coming into 
the industry. Some jewelers will have to go out of 
business. New brains will come in, and stocks will be 
smaller in proportion to the amount of business done. I 
do not think profits will be larger, but quicker turnover 
will bring a better net profit. 

For a number of years I have tried to determine my 
Christmas business, and I have found that if I take 
eleven months of the year and total them and take one- 
quarter of it, it will come pretty close to being my De- 
cember business. 

The United States Department of Commerce survey 
shows in its report taken from two thousand stores whose 
annual sales range from ten thousand to five hundred 
thousand a year, that the overhead was too high and the 
turnover too slow. ‘The survey reveals that 56 per cent 
of the average stock in jewelry stores is less than one 
year old, 30 per cent is one to three years old and 14 
per cent is over three years old. Our problem is in the 
last column, that 14 per cent column. It is here that we 
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By 


CHARLES P. COSTER 
Jeweler 


Rochester, N. Y. 


are losing our profits. I have always said that we have 
lost money on rings, outside of the diamond rings, 
wedding rings, and mountings. I am sure that if the 
others become three years old it just means a loss, and 
this perhaps is true in other lines that we carry in our 
stores. As I said in the beginning, my plan is to get 
you to think. I don’t know whether you have had the 
experience of being afraid to think a problem through, 
afraid of the results that your thinking would show you. 
If you will just set down some of these problems, this 
problem of stock over three years old, and think it through 
to the end, I am sure it will help you a very great deal. 


“Someone To Lean On’ 


is a fitting title for this picture. 
How many of these fellows can a 
jeweler support before he falls 
from carrying the burden? The 
longer you hold that stock the 
heavier and bigger the fellow on 
the ends gets, who is leaning on 
you. The poor jeweler in this pic- 
ture is getting weaker and more 
worried, with the load he is trying 


to hold up.” 
STOCK 
one YEAR Qo 
gt TAIL 
yewELRy 
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Allowing stocks to age and accumulate is an evil 
which the jeweler must fight in his efforts to 
earn a profit in his business. Charles P. Coster, 
practical jeweler, from factual information has out- 
lined a course and proves that holding merchandise 
under the assumption that it has not depreciated in 
value is a fallacy. 

“New ideas and better selling methods are com- 
ing into the industry. Some will have to go out 
of business. | don’t think profits will be larger, 
but quicker turnover will bring a better net profit,” 
he stated. 











I recently attended a profession wrestling match. One 
of the wrestlers weighed about 245 pounds and the other 
somewhere about 195-200 pounds. I wondered what 
chance the smaller fellow would have against his much 
larger opponent. He could not even get his arms around 


(Turn to page 95) 


S$ TOCK 
EE TOFIVE 
OLD 


. 


Y&y Rs 


















LESLIE E. DEWEY 


J. B. Hudson, Inc., were the first jewelers in Minne- 
apolis to push electric clocks when they first came out. 

Mr. Dewey has built two watch movements with his 
own tools, and possibly his mechanical ability led him to 
see the possibilities of electric clocks when they first 
came out. On a trip East in 1929, Mr. Dewey did not 
find a single jeweler who had an electric clock in stock, 
and this was over two years after }. B. Hudson, Inc., had 
begun to sell them. 


ELECTRIC 


As Told to 
ALBERT WHIPPLE MORSE 


by 
LESLIE E. DEWEY 


Manager and Buyer of the Clock and Watch 
Department 


}. B. HUDSON, Inc. 
Minneapolis, Minn. 


dd 
te electric clock 


is inherently a jewelers’ article of merchandise, and it 
offers the retail jeweler an opportunity to place his clock 
department on a plane where it is protected from the 
competition of other lines of business which in recent 
years have sought to take away the business which right- 
fully belongs to the jewelry store. 

“People who pick up a 98-cent, bargain, electric clock 
in drug or hardware stores, and who find. these clocks 
noisy and unsatisfactory, have the opinion that all clocks 
have the same disagreeable features. The cheap merchan- 
dise has done the electric clock business a great deal of 
injury, because people lose respect for anything that is 
cheapened quality and don’t enforce lower priced clocks 
with cheapness and poorly constructed clocks that do not 
render an accurate time service. 

“‘A jeweler should absolutely steer clear of cheap clocks, 
and to combat the cheap competition he can explain that 
the cheap article is a poor investment, the same as is true 
of any other item of merchandise in the jewelers’ line. 

“Electric clocks have had to pass through the stage of 
development as have automobiles and the radio, and now 
that they are becoming standardized, the point is reached 
where sales should be steady, and the confidence of the 
people established. “There are four outstanding features, 
dependability, utility, economy and beauty, which enter 
into the sales problem. 

“The most important feature is the confidence which 
should be developed in the time-keeping qualities of this 
clock, which is depended upon to the second for its ac- 
curacy. When a customer says he has at least half a 
dozen in his home, all spring clocks, and no two alike, I 
point out to him that he should have at least one electric 
clock to serve as a master clock for the rest. Well-to-do 
families usually have a clock in nearly every room, and 
this is where the argument of the master clock comes in. 

“There are so many places that an electric clock fits 
into home life, that the question of utility has several 
angles. Where there is a maid, an electric clock in the 
kitchen forestalls any excuse for not doing things on time, 
and in case a chauffeur has his living quarters over the 
garage, this is another place for an electric time piece. 
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CLOCKS JEWELERS’ ITEMS 
OF MERCHANDISE 


Also, children must be on time at school. Clocks come in 
many colors, and can be made to harmonize with decora- 
tions. When there is objection to placing a clock on 
mantels, on radios, on bookcases, or on writing desks, a 
wall clock may be placed almost anywhere. 

“Objections to expense may be met by the statement 
that in some instances electric clocks cost less, when the 
expense of cleaning and oiling and repairing the spring 
clocks is considered. I tell these people that engineers 
have assured me the actual cost of using an electric clock 
varies from five-cents to ten-cents a month, depending 
upon whether there is a st~iking mechanism or not. Of 
course the cost of current varies in different localities. 
With the person who enters the store set upon paying 
only a certain amount of money for a clock, these points 
on economy carry weight. 

“Beauty can be embodied in an electric clock to a great 
extent, and it must be attractive so that it will fit into 
home or office surroundings. In our store we find the 
choice is equally divided between the upright and the 
tambour style. 

“Fifty per cent of the people who want a clock in our 
store, ask to see an electric model, and practically all are 
open to suggestions. Several types of people must be met, 
and convinced. 

“There is the person who says he doesn’t mind wind- 
ing a clock once a week, and he gives the impression he 
would be lonesome if he did not have that chore to do. 
Some are prejudiced against anything new, and they must 
be shown that an electric clock will fit into their home 
with no inconvenience or out-of-place appearance. 

“When a customer says he has no convenient outlet, it 
can be pointed out to him that various insulations on wires 
are available in colors to harmonize with the mantle or 
woodwork. 

‘The person with the old heirloom she would not part 
with can sometimes be sold a new, electric movement 
which fits into the old case, with the old dial and hands 
retained. It is a common misconception that an electric 
motor can be attached to the old, wornout movement.. 

“Instead of attempting to compete with automobile ac- 
cessory stores on electric clocks for cars, it is better to 
merchandise wrist watches to motorists. Many car own- 
ers buy a cheap clock for their cars where they do not 
come equipped, and that is what jewelers must stay 
away from. 

“As far as alarm clocks go, practically all of these that 
we sell are electric. Many people do not know that we 

-do not carry spring alarm clocks to any extent, and when 
they ask for the spring clock we have an excellent oppor- 
tunity to merchandise the electric models. These people 
are ideal electric customers. 

“An aid to merchandising clocks is not to mix them 
indiscriminately. We keep wooden-cased clocks entirely 
separate from those with cases made of marble, onyx, 
bronze, nickel and gilt. 
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“Electric clocks,” says Mr. Dewey, “have had to 
pass through the stage of development as have 
automobiles and the radio, and now that they are 
becoming standardized, the point is reached where 
sales should be steady and the confidence of the 
people established. There are four outstanding 
features, dependability, utility, economy and beauty, 
which enter into the sales problem. 

“The cheap merchandise has done the electric 
clock business a great deal of injury, because people 
lose respect for anything that is cheapened in 


quality.” 











“Also we find that our stock does not deteriorate or ac- 
cumulate dead numbers if the clocks are handled carefully, 
and kept free from scratches and marks which spoil their 
new appearance. When a clock looks shabby, it is dead 
and finger marks are especially detrimental to metal 
cases.” 

“In merchandising electric clocks, the practical side 
of having efficient time in the home is an argument, ap- 
pealing to all business minded persons. Offer instances 
occurring each day when the accuracy of time is of vital 
importance and a necessity. 

“Point out to the housewife the many occasions when 
the correct time is of particular benefit. The bridge- 
luncheon date, the appointment at the dentist’s office, 
arrival and departure of working members of the family 
and the keeping of other appointments. Numerous in- 
stances can be recited emphasizing the importance of an 
electric clock in the home. 

“Constant improvement both in mechanism and de- 
sign has increased the sales acceptance of clocks. The 
new models are more beautiful in design than many of 
the old spring wound clocks. More attention is now 
being paid to period design, offering greater possibilities 
to the jeweler in selling expensive clocks that harmonize 
with the interior decorations of the room. This is es- 
pecially true with clocks in the higher price range. 

“If you are familiar with the type of home owned by 
the prospective purchaser, you can make a suggestion as 
to the design best suited for that particular type of archi- 
tecture. Some slight knowledge of interior decoration 
will make your selling arguments more effective when 
selling expensive clocks.” 
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Established 1866 


Office and Cutting Works 
6 West 48th Street 
New York 
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Diamond Prices Continue Upward 


Improvement of Business Reported in London Due to Realization That There Is a Shortage 


in Many Sizes and Fine Qualities—Antwerp and Amsterdam Markets Show Much Better T one 


Lonpon, Oct. 10.—A further increase in prices of 
certain grades of polished diamonds is anticipated by 
diamond dealers this winter, owing to the stiffer values 
operating for rough stones and enhanced labor costs at 
the European cutting centers. Business in diamonds and 
diamond jewelry continues on an improved plane. 
Throughout September buyers attended the Antwerp and 
Amsterdam polished diamond centers in increasing num- 
bers and found that the renewed demand for certain 
grades of stones, together with the pronounced shortage, 
was forcing up values from previous comparatively low 
levels. 

With the debut of the winter season diamond men find 
the outlook very much brighter. October brings promise 
of still better business. Some grades of diamonds al- 
ready are 20 per cent higher than six weeks ago and in- 
quiries by importers and manufacturers continue to in- 
crease in volume. 

Holborn Viaduct diamond brokers report a more con- 
fident feeling everywhere in the industry. The brighter 
outlook has persisted now for several weeks, they say, 
and while it is not true that record business is being done 
in diamonds more interest is being shown by manufac- 
turers and retailers than has been the case for a long time. 
Leading diamond merchants here say that there have 
been numerous demands the past few weeks for goods of 
all qualities, especially in the cheaper grade white sizes 
and stones up to three carats. The finest qualities are 
not only scarce, but in many sizes and grades impossible 
to obtain. 

The tone of the Amsterdam and Antwerp markets has 
shown marked improvement lately. Prices have risen 
rapidly in some grades, especially in cheap mélée and 
smalls, and the 20 per cent appreciation which has taken 
place since August in goods of this sort is considered al- 
most certain to go further. Rough diamonds are realiz- 
ing stiffer prices, a factor, of course, that is not without 
influence on the values of the finished article. 

At the recent conference of diamond producers, in- 
cluding the Belgian companies, with representatives of 
the Diamond Corporation at Brussels, it was decided 
that the interests of the whole industry are best served 
by a continuance of the policy of sales concentration via 
a central unit—the Diamond Corporation. The stabili- 
zation of diamond prices at a profitable level is assured 
thereby. It is understood that under this policy of con- 
tinuation, the Antwerp cutters’ wants will be met and 
essential supplies of rough stones supplied regularly. 
‘Guarantees to this effect have been given the Belgian 
diamond companies. . 

* * # 


DEATH OF MINING PIONEER WHo SIGNED CHECK FOR 
£5,338,650 


The recent death of George William Compton, a dia- 
mond pioneer who was one of the directors of the origi- 
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nal company formed on the amalgamation of the DeBeers 
and Kimberley mines, recalls the story to the effect that 
he was the man who signed the check for £5,338,650 
paid to the Central Mining Co. for the purchase of the 
Kimberley Mines. 

Mr. Compton, who was 85 years old at the time of his 
demise, was a Londoner by birth, but at the age of two 
was brought to Natal by his father, who owned a sugar 
plantation. He went to Kimberley in 1871 as a dia- 
mond digger and eventually entered into a partnership 
which formed the nucleus on which the old DeBeers com- 
pany was established. It was as a director of the De- 
Beers Consolidated Mines, Ltd., that he signed the 
check for the purchase of the Kimberley Mines. 

* * - 


Conco AND ANGOLA DIAMOND PRODUCTION CURTAILED 


Word was received in London recently confirming the 
report that a new arrangement had been made with the 
Angola Diamond Co., under which production from this 
property will be curtailed, the arrangement having been 
extended to cover production of stones from the Belgian 
Congo as well. The marketing of these stones is in the 
hands of the Diamond Corporation and the arrangement 
therefore curtails the amount of the small diamonds 
the corporation is receiving. 


Stock Quotations of Diamond Companies 
Reflect Better Conditions 


Lonpon, Oct. 15.—The improvement in diamond 
buying and the upward movement in diamond prices has 
influenced the stock of diamond companies for the better. 
Despite the weakness of the Paris Bourse, and other fact- 
ors, diamond dealers in Continental Europe are finding 
themselves busier, the reason being attributed, in some 
quarters, to the growing preference of many people with 
money to hold diamonds in place of paper money. 

Although there is an upward movement in diamond 
share values, it is hardly likely that concerns like De Beers 
will jump into the substantial dividend-paying class in- 
discriminately. Rather will they endeavor to husband 
their resources until the diamond industry is right back 
where it was. And that will not be just yet. 

The production of industrial diamonds apart from the 
purely decorative kinds goes on apace. Mines producing 
small stones for industrial purposes are comparatively 
busy. The output of industrial diamonds on the Gold 
Coast, for instance, has grown from 102 carats in 1920 
to more than 880,000 carats last year, which was the 
best yet. Although the price per carat is not much more 
than £2, production costs in the last two years have been 
pruned by some 35 per cent and dividends have been 
forthcoming regularly. Probably these industrial dia- 
mond workings have benefited at the expense of the deco- 
rative diamond industry. Anyway, it is now prophesied 
there is every prospect of an appreciation in the price of 
these West African stones. West African Diamond Syn- 
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MIKIMOTO PEARLS 


enuilne Pes Cultivated 
THE IDEAL CHRISTMAS GIFT 


Fortunate circumstances now make it possible for many of your 








customers to satisfy that long cherished desire for a necklace of 
genuine pearls cultivated. 


The richness of color, the alluring luster and perfection of quality 
will make these genuine pearls cultivated the most wanted 
Christmas gifts of the season. 
















Graduated genuine pearls cultivated about 17 
inches long as illustrated can be retailed as low 
as $35.00 





Never before have you been able to offer these pearls at such 
remarkable values with a price range that will make a majority 
of your customers who possess that priceless appreciation of rare 


beauty decide in favor of a PEARL CHRISTMAS. 


You will be convinced that they are the finest pearls at the price. 
Exquisite in contour—well matched and graduated—luscious in 
color. 


If not convenient to visit our office—we will gladly send a selection. 


K MIKIMOTO._ #a¥ers 


By Warrant of Appointment 


551 FIFTH AVE., NEW YORK igre 


of Japan 
Head Office: GINZA, TOKIO 

BRANCHES: 
PARIS 





KOBE LONDON BOMBAY 











dicate, according to. State figures, has been paying quar- 
terly dividends of 2% per cent on dollar-quarter stock 


the current year. 





Prices of Rough and Cut Diamonds Continue to Advance 


The recent rise in the price of both rough and cut 
diamonds in Europe, which was at first believed to be of 
speculative origin, is proving a most stable factor in the 
trade and not alone have prices continued to hold firm 
and increase, but buying continued active throughout up 
to the time this news was sent to THE JEWELERS’ Cir- 
cuLaR, Oct. 15. 

The increase in rough, of course, has been recognized 
as a stable factor and considered but preliminary to fur- 
ther increase in the future, while the increase in cut 
stones, particularly mélée and other small sizes, has been 
due to the increase in the cost of production due to ad- 
vance in wages. 

The greatest scarcity exists in the finer grades of dia- 
monds and in many of the finest grades the market has 
proved to be absolutely bare. Despite the fact that buyers 
are willing to pay more, no goods of this character have 
appeared, says the latest reports received at this office. 





Diamond Expert Honored 


Word has been received from Amsterdam that the 
Queen of the Netherlands has just honored M. Lam, Jr., 
one of the trade’s internationally known diamond ex- 
perts, by conferring upon him the distinction of Officer 
of the Oranj-Nassau. 

Mr. Lam, who is widely known in the United States 
among the leading importers of diamonds and precious 
stones here as well as abroad, was honored about two 
years ago by the President of the French Republic, who 
designated him as an Officer in the Legion of Honor of 
that country. a 

His ability as a diamond expert is well known within 
the industry, but it was with satisfaction that his friends 
here and abroad learned to what extent it is now appre- 
ciated by the European governments. 





Buying Gold from Door to Door 


Lonvon, Oct. 15.—The current price of gold makes 
it still profitable for the jewelry trade to invite tenders 
of old gold jewelry and gold coin for the melting pot. Al- 
though the rush to take advantage of the good prices paid 
for antique gold work has subsided during the summer, 
a steady business still is being done in old gold sales. 

The latest phase of the “sell-your-old-gold-jewelry” 
campaign has crystallized in door-to-door canvassing. 
Well-dressed dealers, equipped with jewelers’ scales, will 
pay cash for gold jewelry right on the doorstep. They 
display samples of the kind of old jewelry they require. 


{ra Copeland, president of the American Show Case & 
Mfg. Co., of Detroit, with other factories in Adrian and 
Muskegon, is now in Europe. It is understood that Mr. 
Copeland has been called abroad in an advisory capacity 
regarding modernized store equipment for the develop- 
ment and expansion of a large European store organiza- 
tion. While in Europe, Mr. Copeland expects to contact 
suppliers of various products which his company imports. 
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ELGIN AMERICAN 


offers 


OUALITY 


Merehandise 
at 


Low Prices 
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Enameiled 
Compacts—Vanities 
Smokers’ Accessories 

Dresser—Military Sets 
Especially Designed 
Gift Items for 
The Holidays 


ELGIN AMERICAN 


MANUFACTURING COMPANY 
ELGIN, ILLINOIS 


CHICAGO 
35 E. Wacker Drive 


NEW YORK 
20 West 47th St. 











DURAND & Co. 


MANUFACTURING JEWELERS 


AND IMPORTERS OF PRECIOUS STONES 


72-74 East Kinney St. 
NEWARK, N. J. 
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THE JEWELERS’ 


THE CIFT 
OF CIFTS 
this Xmas 
eee Saves money 
for the User 


-semakes money 


“ROLL THE 
ROLLER FOR 
AN INSTANT 


SELF - SHARPENING ~° 


ONSON 
RAZOR 


PATENTED IN U.S.A. AND ABROAD 


—Shaves and sharpens—razor and sharpener all in one! 
— offers instantly, a freshly sharpened blade for every shave! 
— sharpens all four edges without removing blade from razor! 
— supplies months of perfect shaves from a single blade! 
— may be cleaned after use without taking apart! 


“SHAVES AND SHARPENS" 


WG The Ronson Sheffield Blade, 
made in England, is a vital 
feature of the Ronson Razor.. 


—rustless and stainless 
through and through. 

=—double thick, with rein- 
forced shaving edges. 

— hand ground, hand whetted 
and hand stropped. 

— tested on all four edges to 
cut a hair. 

—capable of resharpening 
for months of use. 


Packed complete with 
3 Ronson Sheffield 
Blades, rustless ‘and 
stainless, in handsome 
gift case, plush lined, 
with monogramshield. 


WRITE NOW 
FOR FURTHER 
DETAILS 


RONSON PRODUCTS, Inc. 


Aronson Square, Newark, N. J. 
In Canada: Dominion Art Metal Works, Ltd., Toronto 
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VANITIES 


LOOSE POWDER 





SILVER 
SILVER AND ENAMEL 


TO RETAIL FROM $12.00 TO $30.00 


ACTUAL SIZE 2% x 1% 


CARTER, GOUGH & CO. 


PARK and MULBERRY STREETS 
NEWARK, N. J. | 














Daniel Leker 


MANUFACTURING JEWELER 
FORMERLY 
C. V. DOUGHERTY CO., INC. 


7-11 W. 45th ST. 
NEW YORK CITY 


SEED PEARL JEWELRY 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 























A Notice of Importance to 
Manufacturers —Wholesalers — Importers 


Doing a MEMORANDUM Business 


THE ANNUAL SUBSCRIPTION FOR SERVICE OF 
THE JEWELERS’ MEMORANDUM BUREAU IS $10 


Subscribers will receive free a memorandum book based on an 
opinion of the Court of Appeals of the State of New York. 


THE 


JEWELERS’ MEMORANDUM BUREAU 
535 FIFTH AVENUE NEW YORK CITY 
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TURNING THE SPOTLIGHT 


l, the world of fashion 


it is decreed to be correct rings must be worn and to call 
this more forcefully to the attention of the public Na- 
tional Ring Promotion has been started through a defi- 
nitely planned movement in which the manufacturer, 


wholesaler and retailer each has his part. To the retail 
jeweler, this ring promotion, which is being observed 
during the week of November 14-19, opens many ave- 
nues for increasing sales. Here is how I am taking 
advantage of this opportunity to promote the sale of 
rings. 


In my store the stage will all be set ready to turn the 
spotlight on rings. This promotion is to be an all-star 
benefit performance by and for the retail jewelers. The 
window illustrated on page 55 introduces small figures 
representing important events, each in the center of a 
white silk plaque and surrounded by appropriate rings. 
As the stage effect is desired, the window should be 
entirely draped with black plush in order to bring out 
the white in contrast. Ribbons are run from the valance 
to the large center spotlight card and now we are ready 
to introduce the various scenes in this dramatic presenta- 


tion. Here they are: 

Scene 1. Mr. Stork and the baby carriage are fea- 
tured. Baby rings are grouped around the white circle 
so that no one can forget their importance. 

Scene 2. Graduation time is never forgotten. The 
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ON RINGS 


By 
RAYMOND HAY 


ribboned diploma brings memories of class rings as well 
as many other kinds of gift rings. 


Scene 3. Every day is someone’s birthday. The new 
birthstone rings take on an added importance when 
placed around the birthday cake. 


Scene 4. The comedy element enters here. A toy 
goat symbolizing the lodge or fraternity initiation will 
bring forth many a smile. 


Scene 5. They’ll figure a while over this suggestion 
until someone in the crowd suggests that “letting the cat 
out of the bag” means the engagement is announced— 
and just Jook at those rings. 


Scene 6.. Here we have the bride and groom taking a 
bow in their own spotlight—the wedding bells and just 
two rings suggest the double ring ceremony. 


Scene 7. That Christmas is just around the corner is 
an idea that should not be neglected during National 
Ring Week. Under the glittering tree are shown rings 
for him—for her—and for the passerby. 


The music will be under your own personal direction as 
played on your cash register. Hang up the “Standing 
Room Only” sign and let National Ring Week be a 
sell-out. 


This display is intended to “Merchandise Rings” by 
calling attention to: 


1. Important events, and that their sentiments are 
really preserved in a good ring. 


2. That someone will be made happier by a gift. 


3. That now is the time to buy that ring, either for 
a gift or personal wear. 


In connection with the display and as a publicity tie-up 
the jeweler should advertise in newspapers and by direct 
mail a “free, while-you-wait service for one week of 
cleaning, polishing and inspecting fings.” During this 
week, jewelers should rearrange and double the usual ring 
space in store counters, using gift boxes and display pads 
instead of the regular trays. 


The salesmen are to be trained to talk and explain the 
new birthstones, mountings, styles and types as he shows 
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CREATORS OF THE UNUSUAL AS USUAL 











NEW RINGS WHILE THE CUSTOMER IS WAITING for the 
old rings to be cleaned. 


The plan outlined herewith can be modified to meet 
conditions of window display space in different retail 
jewelry stores or a series of several displays can be ar- 
ranged around the idea presented, using two or more spots 
at a time. The motive is, of course, to catch passers-by 
attention and create a desire to buy rings. In order to 
do this it is necessary to dramatize your windows—make 
them unusual—have a plan in mind in working out each 


display. 


l, connection with 
National Ring Week, Nov. 14-19, instruct your sales- 
people to talk rings to every customer. There is a wealth 
of sentiment bound up in the little circlet which consti- 
tutes a finger ring. It stands for friendship and affec- 
tion; it proclaims the engagement and marriage; it marks 
the love of parents for children and is worn as a symbol 
of honor and esteem. 

Call attention to National Ring Week by using neat 
placards not only in window displays but in convenient 
places about the store as well. 

Special displays for different days of the week may be 
prepared. For instance a window might be devoted to 
fraternal rings of different kinds using a proper back- 
ground. Do not overcrowd window or show case dis- 
plays. A few rings well displayed will attract more 
attention than a mass display with nothing to make it 
really worth while. 


In addition to tying up your window and store dis- 
plays with your newspaper advertising send out a special 


letter to a selected list of customers inviting them to call 
and see your display. 











In this article Raymond Hay, a progressive mid- 
western jeweler of Coshocton, Ohio, has developed 
a plan that provides the jeweler with a complete 
promotional campaign with which he can profitize 
‘National Ring Promotion Week,” November 14-19. 


The plan includes window display ideas that are 
really unique and original, and advertising ideas 
that can be used by both large and small stores at 
very little cost. 


An idea to bring people into the store during the 
period when rings are being emphasized is cleverly 
and clearly described and will prove a magnet in 
attracting the attention of people who can be con- 
sidered prospects for ring sales. 


There is no reason why the jeweler cannot co- 
operate with this effort of the ring manufacturers 
in doing his share to help himself in building more 
business. 





Urge your sales people to invite their friends to visit 
your store during National Ring Promotion Week. 


A window display of old fashioned and modern rings 
may prove interesting and help build sales. Many other 
ideas will doubtless occur which can be worked into ex- 
cellent displays. 


Ring Window Display Especially Planned to Feature Ring Week, Nov. 14-19 
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RINGS 


ARE ALWAYS 


7 ASSOCIATED WITH \ 
/ LIFES HAPPIEST MOMENTS 


PRESERVE THIS SENTIMENT 





- NATIONAL RING WEEK 


NOVEMBER. 


14~ ~19 
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Improve This Sales Opportunity 


- Fashion‘s decree 
for fall is expected to establish a firm call for finger rings 
of various kinds; not only this but the new silhouettes, the 
new styles in dresses, materials and colors in vogue will 
practically make rings a necessity to properly complete the 
costume picture. In fact, it has been years since the fashions 
followed by the modish woman have called for rings to an 
extent that will be noticeable during the coming winter 
seasom 

Jewelers will welcome this change (metaphorically) 
with open arms because of all the articles they carry there 
is no article so bound up in an atmosphere of sentiment and 
no article which can be properly worn in so many forms, 
as isthe ring. The call for rings gives the jeweler not only 
the opportunity to foster the “gift impulse” that brings the 
customer to his store but also affords him an opportunity of 
interesting the customer in the article from the sentimental 
side to a degree hardly possible in other merchandise. 

Rings have always had a special appeal for women. It 
has always been the gift par excellence from the side of 
sentiment and romance, and it makes no difference whether 
the ring is a simple band of small value or the setting for 
the most valuable of gems, the appeal is potent and the 
opportunity for sales promotion on the part of the pro- 
gressive jeweler, unusual. 


Of all the jewelry worn by women, the ring has an ap- 
peal of its own because it is the one that the wearer can 
enjoy more than anything else. Her earrings, her brooches 
and even her bracelets are seen more by others than by her- 
self, but a ring is constantly before her eyes and has a per- 
sonal association and is with her in everything with which 
she uses her hands. 

To many women also the ring symbolizes not only the 
love and affection expressed by relative, friend or lover but 
it marks distinct periods in her life or career. The baby 
ring is the first jewelry of infancy; the class and college 
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ring mark the periods in her educational life; the engage- 
ment ring and marriage ring mark the culmination of the 
first real romance and the starting of a new life entirely, 
while the dinner and other rings that come later stand as 
loving tokens to the wife marking the successful period in 
her husband’s career. 

With the man, the seal or signet ring of the days of his 
youth, early manhood and betrothal vie in interest with the 
Masonic and other fraternal rings acquired later in life. 


Rings have a 


background in history and mythology, in sentiment and 
symbolism and in the lore of the occult and magic fields 
as well. All this gives the jeweler an opportunity to inter- 
est the customer not only in the ring as a piece of mer- 
chandise and as an example of fine craftsmanship in precious 
metal, but also as a symbol of sentiment, of authority 
or of success. And in the study of rings and their design 
we find that some have enjoyed the repute of possessing 
magic powers in ancient and medieval times and even in 
later years as well. 

The origin of the ring goes back to dark ages, before the 
dawn of civilization or the records therefo, but we do know 
that even from the cave man’s time men (and women) 
wore rings and wore them as articles of adornment to 
which some sentiment or other was attached. But it is to 
Egypt that we must go for the first record of the finger 
ring as we know it today. Here signet rings, with which 
a man signed his name or sealed his documents, were 
much in use and it is probably to this first need of the 
ring as a signet is due a spread of that custom to all ad- 
vanced peoples of the world. The use of the sacred 
beetle as a motif in old Egyptian ring designs was ex- 
tensive and was adopted by the Etruscans and the Phe- 
nicians. : 

Gold was preferred by the ancients for rings of per- 
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Fashion Says Rings Are Right 


With fashion favoring rings as the smartest accent 
—with a public once again “ring conscious” 
make your store “the Ring Store” during nation- 
wide Ring Promotion Week. 
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gift—Wm. C. Greene Rings are made in 
Solid Gold only—not duplicated in cheaper 
metals. Distributed through wholesalers. 


A Solid Gold Ring is the perfect personal © 
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WM. C. GREEN E ‘COMPANY 


(ARNOLD & STEERE CO.) 
Rings and Jewelry In Solid Gold Only 


100 South St., Providence 
SHOW RINGS NOV. 14 TO 19 ©OOOOOQOOOOO 
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History, Tradition 
and Sentiment 
surrounding circlets 
of friendship and 


sonal adornment, but the Egyptian rings were made also 
of bronze and of porcelain. Rings played an important 
part with the early Greeks who in addition *o gold used 
silver, iron, ivory and amber for the materials, but long 
before this the Greeks, the Persians, Arabians and Jews 
also used rings in many forms and materials and for 
many purposes. 


An ancient document unearthed 
in 1893 is a tablet found at Nippur, which has often been 
referred to as the “oldest known jewelers guarantee” and 
is in fact a guarantee of a ring. ‘This document dated in 
the 35th year of Artaxerxes I of Persia (429 B.C.) is a 
contract or guarantee by which Beél-ah-iddina, Bélshumum, 
and Hatin give the following guarantee to Bél-nadin- 
shumu, son of Murashu, a translation of which reads: 


“As concerns the gold ring set with an emerald, 
we guarantee that in twenty years the emerald will 
not fall out of the gold ring. If the emerald should 
fall out of the gold ring before the end of twenty 
years, Bél-ah-iddina, Bélshumum and Hatin shall 
pay unto Bél-nadin-shumu an indemnity of ten mana 
of silver.” 


The record bears the names of seven witnesses. 


In Roman times, the wearing of rings was so general 
and so important as to cause modern students of cus- 
toms to study the progressive changes in the regulations 
covering such wearing and of the material of which they 
should be made. 


The iron ring played an important part among the 
early Romans originally as a mark of individual honor. 
Later, the gold ring was used by the higher classes; first, 
by senators of noble birth and later by all senators with- 
gut distinction. In the third century B.C., this privi- 
lege had been extended to the knights and in the last 
years of the Republic many classes of citizens were par- 
takers in the privilege of wearing rings. Toward the 
later parts of the 3rd century A. D., all Roman soldiers 
lawfully wore them and did. In fact, every free born 
man could wear a gold ring. 


On days of national mourning, the gold rings were 
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affection give 
jewelers a fine 
background for 
sales promotion 


laid aside as a mark of sorrow and respect and iron 
rings were substituted. An old Roman inscription men- 
tions a guild of ring makers (Conlegium Anularium) 
and the denomination “anularius”’ even appears as the 
proper name for the engraver of a signet ring. 

According to Aulus Gellius, both the Greeks and 
Romans wore rings on the fourth finger of the left hand, 
while Pliny says the Gauls and ancient Britons wore the 
ring on the middle finger. At first, the Romans used 
only a single ring, then, one on each finger and at length; 
(as we gather from Martial), several on each. After- 
wards, according to Aristophanes, they wore one on each 
joint, and their foppery at length rose to such a pitch 
that they had their weekly rings. Some authors even 
tell us that they had rings for summer and rings for 
winter. 


From Rome, fashion 
in rings spread throughout Europe. Whereas various 
peoples had worn rings, the Roman influence gave sig- 
nificance to various kinds of rings. Early in English 
history we find ring making an important place in art 
craft. Among the famous known rings are some that 
belonged to England’s early kings, particularly that of 
Ethelwulf, King of Wessex and father of Alfred the 
Great. Naturally rings continued to be made in Eng- 
land after the conquest though the art of the ring maker 
showed slow development. 


During the middle ages the ring became more and 
more closely connected with the lives and ceremonies 
of the individuals and of the nations as well. Indeed, 
says one authority, so great had become the vogue for 
finger rings and so brilliantly did the goldsmiths con- 
ceive new modes and fashions that in 1363 under Ed- 
ward III it became necessary to pass a law restricting the 
wearing of gold jewelry, particularly to persons owning 
over £200 worth of property. We know by that time 
rings were in use for many purposes, for weddings, be- 
trothals, as love tokens and seals and for wear as regal 
and ecclesiastical insignia. 


From the dawn of the Renaissance and even before 
(Turn to page 68) 
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5584—The chaste simplicity of this Platinum W127—All the attributes of good taste 
solitaire ring is decidedly distinctive and are reflected in this Platinum wedding 
will appeal to the discriminating wearer. ring. Together with the solitaire this dis- 
Note the smart “tailored” effect. tinctly new style forms a smart ensemble. 


NO SALES COAXING REQUIRED 


These JABEL creations 
tell their own Story... 


@ The recent dull months have been busy months. . . for 
Jabel craftsmen, at any rate. Our stylists have been 

. diligently at work anticipating the new trends in diamond 
jewelry. Wherever it was possible we improved our prod- 
ucts and effected reasonable economies, which mean a 
concession in price but not in quality. 

























5563—Thoroushly modern and striking 
in its individuality, but simple and 
tasteful nevertheless. This Platinum 
model is deeply hand carved and 
beautifully finished. 



















The house of Jabel has always maintained that there 
must be no compromise with quality. Only jewelry of the 
better type is permanent in its appeal to substantial buyers. 
Besides, it is the only kind of merchandise that permits the 

. jeweler to make a worthwhile profit. 









We have ready today a wide variety of solitaire, wed- 
ding, and dinner rings which reflect in every sense the fine 
creative qualities of skilled jewelry artisans. 








Ring creations of the type illustrated here, and others 
which we would like you to see, require no sales coaxing, 
for they tell their own story very well. 















JABEL RING MANUFACTURING COMPANY 
401 MULBERRY STREET @e NEWARK, NEW JERSEY 


New York Office: 10 WEST 47th STREET 


JABEL 






1864—A three-stone 18K ring of such 
charm and elegance has exceptional 
appeal. Note the unusual design and 
structure, as well as the character of 
the setting. 













A170 —This dinner ring is so beautiful be- 
cause it is so radically different and decid- 
ly more refined than the ordinary creation 
18K with twenty-three diamonds. 













Prizes Awarded Watch Contest Winners 


In the $10,000 prize contest conducted by the Bulova 
Watch Co. to select a name for a new Bulova watch the 
awards have now been made by the judges. The name 
“Trident” was chosen, the judges basing their decision 
not only on the name but the best reason given, in their 
opinion, for that name, according to the rules of the con- 
test printed on the entry blanks. 

The grand prize of $1,000 went to William E. Camp- 
bell, Dallas, Tex. The second prize of $500 was won 
by Layton Lindsay, Pittsburgh, Pa., who was out of 
work when he submitted his answer and the third prize 
of $250 was awarded to Archie Slater, Detroit, Mich. 

The fourth, fifth, sixth, seventh and eighth prizes of 
$100 each were secured by Charles W. Noble, Toronto, 
Can.; Florence G. Coffman, Kew Gardens, N. Y.; W. 
W. Fischel, San Francisco, Cal.; Joseph T. Wyskill, 
Dorchester, Mass., and Earl A. Campbell, Seattle, Wash. 

Prizes of $50 were awarded to 10 contestants and 
prizes of $25 to nine people. 

One hundred prizes of $10 each, 200 prizes of $5 each 
and 2500 prizes of $2 each were also awarded. About 
one quarter of a million answers were submitted. 





Bandit Killed, Three Men and a Woman Shot 
in Cleveland Jewelry Store Holdup 


CLEVELAND, Oui0, Oct. 11.—A bandit-gunman was 
shot to death and three men and a woman were shot on 
the afternoon of Oct. 8 in a thrilling police chase follow- 
ing a daring attempt to hold up the E. S. & H. E. Quinlan 
jewelry firm on the 10th floor of the B. F. Keith Bldg. 
at Euclid Ave. and E. 17th st. Three other persons, one 
a young girl, were injured in a series of events that fol- 
lowed the attempted hold-up. ‘ 

The gunman was identified a few minutes before he 
died at Charity Hospital as Norman Townsend, a bank 
robber and paroled convict. ‘Those wounded by gun fire 
were Herbert Quinlan, Cleveland Heights jeweler who 
was shot in the abdomen and taken to Charity Hospital; 
Patrolman Fred Blazier, shot in the right side and seri- 
ously wounded; Detective Roy Heisley, flesh wound in 
the neck; Mrs. Florence Martin, Cleveland Heights, 
wounded in the neck; Beverley Martin, 14 year old 
daughter who fractured her skull when she leaped from 
an auto commandeered by the wounded robber; Edward 
S. Quinlan, father of the wounded jeweler, and Francis 
E. Bush, an ex-convict who suffered a fractured ankle. 


Events in one of the most thrilling chapters in Cleve- 
land’s crime history happened swiftly and dramatically 
from the moment the two gunmen walked into the Quin- 
lan jewelry firm and inquired the value of a ring. The 
elder Mr. Quinlan looked for the ring and when he 
straightened up he was facing a revolver. ‘The other 
-gunman had covered Herbert Quinlan with his revolver. 

The elder Mr. Quinlan jumped at Bush and the two 
gunmen struck the jeweler over the head with their re- 
volvers. ‘They both then turned and ran with the father 
and son in pursuit. The robbers fired at them and the 
younger Mr. Quinlan fell with a bullet in his abdomen. 
The father followed the gunmen who-tried to escape in 
an automobile but were apprehended by the police. 
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The Ring 
of Rings 
STAR SAPPHIRE 


“The beautiful star is not produced 
by any mineralogical ingredients in 
the stone itself, but is the result of 
the refraction of light by the layers 
of the crystal.” 




















The new vogue for rings that is 
sweeping the public fancy 
makes everyone a prospective 
customer. STAR SAPPHIRES, 
whose unusual and distinctive 
loveliness attracts the discrimi- 
nating will have a special ap- . 
peal. 


We have a large selection of un- 
mounted stones—in all sizes. 
Emerald Cut, Marquise Dia- 
monds, Star Sapphires, Emer- 
alds, Rubies, Cat’s-Eyes and all 
Precious Stones. 


We invite inquires. 


GEMS OF 
=— THE MODE : 


JEROME 
RICHHEIMER 


608 FIFTH AVENUE 
NEW YORK, N. Y. 
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LOOK FOR THIS MARK STAMPED IN OUR RINGS 


Rings are in style and style is what prompts most jewelry 
purchases today. Smart shops everywhere report in- 
creasing demand for nice rings. Take advantage of the 
national efforts being made to increase the sale of this 


profitable item. 


Number 2586 7 | ' Set in all 


. oe BN”. |e ‘ popular colors. 
; non at ins - y j 10K white gold. 


When replenishing your stock remember that we have 
made high quality jewelry for thirty-six years. See our 
latest creations in ladies’ rings to retail from $5.00 to 
$20.00. Also shown in attractive display boxes set with 
the twelve modern birthstones. Men’s rings to retail 


from $8.00 to $20.00. Sold only through the whole- 


sale trade. 


J. J. WHITE MFG, CO. 


PROVIDENCE, R.I.  ::| CHICAGO OFFICE 


Main Office and Factory Heyworth Building 


Since 1896 


November, 1932 
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Retail Jewelers Urged to Cooperate 
in National Ring Promotion 


The inspiration that prompted Nation- 
al Ring Promotion is not just another 
gesture, but a definitely planned move- 
ment of the ring manufacturers, sponsored 
by the New England Manufacturing 
Jewelers’ & Silversmiths’ Association and 
other trade organizations, to take advan- 
tage of fashions’ trend. During the week 
of November 14-19 retail jewelers will 
make a special effort to center public 
attention on rings. 

Fashion has decreed, that to be correct, 
rings must be worn. Concerted effort on 
the part of manufacturer, wholesaler, 
and retailer will mean the selling of 
many more rings. This will be accom- 


plished by the co-operation of the retailer - 


in applying to his store the suggestions 
furnished to him for window display, 
newspaper and direct-mail advertising. 
Practice “talking” rings in and out of 
the store and see sales “step up.” The 
public must be made to realize, that to 
be in fashion, up-to-date rings must be 
worn. 

Results will depend to the extent with 
which each one does his share in making 
the “Ring Promotion Compaign” one of 
the outstanding achievements of our busi- 
ness. Co-ordinated action will mean 
more sales of rings and other merchan- 
dise. Every jewelry store window dis- 
playing rings will make the public more 
ring conscious and will lead the way to 
the jewelry store for other things—Fea- 
ture your latest patterns—Instruct your 
sales people to talk rings to each cus- 
tomer—Concentrate on rings—Use at- 
tractive window cards, black or gray 
cardboard, size 5 in. x 7 in. with white 
hand lettering, carrying a ring message 
to the public—Clean up the stock—Use 
new tags—Do not overcrowd the window 
or show-case—Send a letter to your cus- 
tomers inviting them to call and see the 
display. Dramatize your windows— 
Make a complete change from the usual 
plan in trimming your window for this 
occasion. Follow the modernistic trend— 
Make it spectacular—different—that when 
your regular customers will be interested. 

The National Jewelers’ Publicity As- 
sociation urges jewelers to include in their 
display rings for the baby, confirmation, 
graduation, birthday, for the engagement, 
for the wedding, class rings, anniversary 
rings, presentation rings, fraternity rings 
and fraternal rings. This will emphasize 
the many occasions for which rings are 
used, An appropriate window card 
briefly explaining the occasion for each 
type of ring will invite added interest to 
the display. 

In preparing for this campaign each 
detail has been carefully studied to make 
it easy for the jeweler in cooperating 
with this movement. An assortment of 
sales helps have been prepared including 
two effective window display cards 84 
in. x 11 in—Suggestions for displaying 
rings in the window and show-case— 
Fashion trends in rings—An elaborately 
arranged chart of fall and winter modes 
in fabrics, colors and jewelry types for 
formal and informal wear—all of which 


(Turn to page 66) 
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“Diamond ‘Rings 
Will Be Sold... 


But not in the old style mountings. 
Your old style Diamond Rings or Ring 
Mountings can be modernized at a 
very low cost. 


MODERNIZING 





Furnishing 18K white gold beveled 4 
prong head, retouch engraving, set 
diamond and Rhodium plate ring only 
$2.00 net. 


Modernizing 18K white gold mount- 
ings only $1.50 net. 


Modernizing Platinum mountings 
$3.00 to $4.00 net. 


Let Us Rhodium Plate Your Stock 
of White Gold Jewelry Now 

It will put new life into old merchan- 
dise and make it much more salable. 
The small cost of this work will sur- 
prise you. 

Write us for further information and 
prices. 

3 


GRAFFE @ STANEK 


Established 1879 
MAKERS OF PLATINUM AND GOLD JEWELRY 


29 E. MADISON ST., CHICAGO PHONE DEARBORN 0240 
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meses for Star Sapphires is 





merely a natural tribute to 
this most beautiful and en- 


trancing of gems. 





The Star Sapphire is selling 
itself to lovers of fine: jewelry. 
An extensive line of Star Sap- 


phires and Star Rubies in Rings, 
Cuff-Links and Dress Sets. 





LOUIS N. MARX 


FPRENCH BUILDING, 551 FIFTH AVENUE 
NEW YORK 


Telephone MURRAY HILL 4M 
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Retail Jewelers Urged to Cooperate 
in National Ring Promotion 
(From page 63) 


can be obtained by sending One Dollar 
(to cover printing and mailing costs) 
with your name and address to the New 
England Manufacturing Jewelers’ and 
Silversmiths’ Association, Biltmore Hotel, 
Providence, R. I. 





A Ring Window Display De Luxe 


The two beautiful jade vases, orna- 
mented with pendant. rings, shown on 
page 49 were used by Mrs. Polly Pettit, 
window display consultant of Black, 
Starr & Frost,-Gorham, Inc., to center 
interest upon finger rings. One vase is 
shown with three roses, the other one has 
been turned on its side and out of it 
rings of various kinds and sizes seem to 
be “spilling” in great profusion. 

In order to produce this “spilled” effect, 
rings were very easily attached to the 
vase by means of a bit of modeling wax 
which in each case was concealed by the 
next ring above. 

The whole composition was _ posed 
against black velvet and the effect of a 
ring or hoop in the background was 
achieved by imposing a 23 in. black vel- 
vet covered circle upon a 24 in. pale 
pink covered circle, leaving a half-inch 
pink ring or rim exposed. A similar 
effect was achieved on the floor of the 
window in the same way, repeating and 
emphasizing the impression of rings. 

The two jade vases which contribute 
so greatly to this display probably could 
not be duplicated, but ring ornamented 
objects of art are not rare, and the cir- 
cle is used so frequently in design that a 
similar effect might very readily be ac- 
complished. 

The window card with this display 
reads as follows: 

“Great significance is attached to the 
little circlet which constitutes a finger- 
ring. It is the symbol of friendship and 
affection, of betrothal and marriage, of 
dignity and rank among the higher 
ecclesiastics. As an object of beauty and 
adornment no other surpasses a fine ring. 

“Our collection of rings is renowned 
for its diversity and distinguished for the 
quality of each individual gem and set- 
ting.” 


Symbolic Ring New Paris Fad 

A silver ring, hung with dangles sym 
bolic of the church, the home and hus 
band, reports the Paris correspondent of 
the National Jewelers Publicity Associa 
tion, is the newest fad to be taken up by 
the women of Paris. It is modeled after 
a charm worn by the women of Iviea, in 
the Balearic Islands, and is supposed to 
bring to the woman who wears it, all that 
le desirable in life 

The ring iteelf le a heavy sliver chain 
with a lithe motif cut from « thin sheet 
of sliver, hanging by ite own thay chain 
from each link of the ving. Por the 
church, there le « tiny bell) for the house 
a little primitive bey) for the huchend, « 
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‘hee nation-wide campaign 
to promote the sale of rings will be brought to a sharp 
focus in retail jewelry stores during the week of Nov. 
14-19 when special window displays and advertising will 
be utilized to center public attention on the fact that the 
present fashion trend demands rings. Retail jewelers 
will stress the significance of the ring as a symbol of 
friendship and affection and as an article of beauty and 
adornment. 

With all this interest directing the spotlight of atten- 
tion on rings it is an especially opportune time to study 
the statistics of marriage licenses. In 1931, according to 
figures issued by the National Jewelers Publicity Asso- 
ciation covering 61 cities throughout the United States, 
the month of June led the wedding march in a large 


Ring Up More Profits with Rings 





majority of the cities but fell behind in some of the 
southern centers of population. 

During 1931 the license bureaus of 61 cities issued 
278,461 licenses as compared with 334,370 issued in 71 
cities in 1930, indicating that despite the depression Dan 
Cupid has been busy. June, with 36,816, led the list of 
months and February, with 18,198, showed the smallest 
number. 


While the figures for 1932 to date are not at hand, 
it is safe to say that the demand for engagement and 
wedding rings has not shown as marked a decrease as 
has been the case with many other articles of jewelry, 
and now that the depression is passing, jewelers who par- 
ticipate in the Ring Promotion Campaign will ring up 
more profits with rings, not only for engagements and 
marriages but for many other events as well. 





MARRIAGE LICENSES ISSUED 1931—FROM THE LARGER CENTERS 








JAN. FEB. MAR. APR. 
Me RRM ORR. Scie ccs neictetencomeed 1417 1264 1157 1403 
CE ONE. a cB. cccckie enncencsuceaes ae 233 219 188 255 
CGN paicnccndowstncareee cee 141 133 87 165 
gs | Renee errr 447 402 350 446 
ON ere cone vice Cena menanecas 171 125 117 149 
OEE, COMM. os cic bees avccone cave 55 68 29 61 
CE GN oak ae shew ee eeeeewe ees 70 66 39 86 
CE OOM... oleae. no Keen eceeee 32 12 11 a 
ES B Cocc testes cccseenenece 354 355 332 475 
ES oats: caxcidinewarkk wale Maa eens 99 119 116 124 
. | Si See ee cre eerie ee 134 115 130 156 
ON erg wad dewncceeneeseaees 239 201 232 293 
EE, 6 v6 sie'ccivien etecvanceaenedios 2247 2025 1972 2705 
Indianapolis, Ind. ........ccccsccccccees 219 206 237 275 
OE rrr 94 100 98 113 
EM BB icon cee viveectecéocens 210 222 163 250 
hae Ss ue eia ai ae See rele wee 431 384 380 $11 
OE er errr re ee 44 43 45 69 
en et arkie cs eee evs eonu eee 38 37 17 72 
MER. . 65 ss ses oeeeeeeneeee 48 27 53 48 
Somerville, Mass. ..............-.s.+.0- 56 56 70 78 
i eS. nce eks OS SR Rese ee es 77 60 31 89 
EE ao cisiaua week's Mem ene oars 55 53 63 112 
i  -Uit.. eee heb eee eceeee eaee 886 643 727 919 
deed aa ba Geo Ve iewedeeels 68 63 46 72 
i i Ce. . o c6eécesesecesaces 66 58 64 75 
ee cee canes eee reEKA 57 48 53 73 
PROD, BEIM. ow cece ccsecccecees 208 228 226 353 
eee 234 236 251 296 
ec ac ce havavedaveesbicens 347 370 303 463 
OO err ere ree 125 103 78 129 
City, SS Serer 142 156 198 
ee enue h ieee ikeirky anbuses 289 284 293 321 
SS rrr 64 62 47 97 
P PRPC ee ere 27 20 22 51 
Me Beccccces. 90 60 59 84 
| OS ere 200 229 186 284 
York City 

CO ee 854 739 761 643 
of Brooklyn).......... 1613 1540 1679 1561 
of Manhanttan)............. 2266 2052 2135 2387 
of Queens) : vue 4as 408 448 $51 
of hmond) - 75 64 76 94 
anne 46 $0 37 68 
- & 6 4 5 14 
Ohio 190 173 201 230 
Ohio Sal $$1 495 665 
Ohio 122 118 116 180 
Ohio 610 $%0 786 750 
Ohio 71 71 62 77 
City, Okla 207 149 02 200 
, Ore 13 102 101 148 
_ Pa ass 726 749 aso 
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MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. TOTAL 
1156 2288 1562 1540 1553 1340 1267 1313 17,260 
264 445 274 336 309 284 242 245 3,294 
161 178 154 161 174 141 158 142 1795 
461 716 491 508 490 441 391 427 5570 
149 300 198 239 130 121 115 146 1960 
- 60 136 du 63 aa 85 77 46 768 
72 155 60 80 110 102 87 43 970 
30 63 25 19 78 43 43 38 438 
396 681 478 510 551 508 430 510 80 
9 10 71 55 7 6 120 1140 
85 187 134 126 104 102 111 164 1548 
287 337 229 261 237 263 219 3100 
2871 42 2772 2982 2934 2601 2477 2239 32,093 
299 458 297 298 289 29 276 3438 
125 190 70 91 71 85 67 1184 
156 335 231 180 215 235 165 187 2549 
504 795 454 504 497 511 508 516 5995 
118 152 129 101 103 77 65 1026 
61 99 47 63 83 87 88 38 730 
57 104 52 90 73 73 51 55 731 
96 153 70 143 121 98 73 58 1072 
60 157 106 88 115 128 129 1106 
127 163 102 121 126 119 98 5 1199 
1304 1649 1209 1538 1165 1145 959 1034 13,178 
118 167 92 115 101 97 108 124 1171 
98 157 83 138 107 78 95 81 1100 
77 114 82 78 62 63 5 831 
444 561 324 422 357 298 301 223 394 
292 485 274 300 287 277 261 320 3513 
442 809 425 450 510 442 5 348 5394 
145 237 186 230 208 210 170 170 1991 
189 286 170 188 233 183 210 131 2185 
367 563 305 430 366 402 339 332 4291 
80 189 67 64 108 86 95 71 1030 
49 70 45 49 48 45 36 as 510 
78 149 104 135 113 105 1122 
311 600 331 426 443 323 343 179 3855 
996 1453 754 888 816 896 763 878 10,441 
2139 2941 1657 2029 1957 1968 1711 5 
2581 3416 2388 2642 2606 2157 2310 29,584 
676 964 $57 773 745 660 482 428 7177 
91 146 146 119 99 82 1141 
$5 103 $1 74 79 79 61 39 742 
5 a 10 7 6 7 14 94 
273 483 331 296 201 2 273 221 3093 
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a HE growing demand 
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Mies for Star Sapphires is 





merely a natural tribute to 
this most beautiful and en- 


trancing of gems. 





The Star Sapphire is selling 
itself to lovers of fine jewelry. 


An extensive line of Star Sap- 


phires and Star Rubies in Rings, 
Cuff-Links and Dress Sets. 





LOUIS N. MARX 


FRENCH BUILDING, 551 FIFTH AVENUE 
NEW YORK 


Telephone MURRAY HILL 8838 
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Retail Jewelers Urged to Cooperate 
in National Ring Promotion 
(From page 63) 


can be obtained by sending One Dollar 
(to cover printing and mailing costs) 
with your name and address to the New 
England Manufacturing Jewelers’ and 
Silversmiths’ Association, Biltmore Hotel, 
Providence, R. I. 


A Ring Window Display De Luxe 


The two beautiful jade vases, orna- 
mented with pendant rings, shown on 
page 49 were used by Mrs. Polly Pettit, 
window display consultant of Black, 
Starr & Frost,-Gorham, Inc., to center 
interest upon finger rings. One vase is 
shown with three roses, the other one has 
been turned on its side and out of it 
rings of various kinds and sizes seem to 
be “spilling” in great profusion. 

In order to produce this “spilled” effect, 
rings were very easily attached to the 
vase by means of a bit of modeling wax 
which in each case was concealed by the 
next ring above. 

The whole composition was _ posed 
against black velvet and the effect of a 
ring or hoop in the background was 
achieved by imposing a 23 in. black vel- 
vet covered circle upon a 24 in. pale 
pink covered circle, leaving a half-inch 
pink ring or rim exposed. A _ similar 
effect was achieved on the floor of the 
window in the same way, repeating and 
emphasizing the impression of rings. 

The two jade vases which contribute 
so greatly to this display probably could 
not be duplicated, but ring ornamented 
objects of art are not rare, and the cir- 
cle is used so frequently in design that a 
similar effect might very readily be ac- 
complished. 

The window card with this display 
reads as follows: 

“Great significance is attached to the 
little circlet which constitutes a finger- 
ring. It is the symbol of friendship and 
affection, of betrothal and marriage, of 
dignity and rank among the _ higher 
ecclesiastics. As an object of beauty and 
adornment no other surpasses a fine ring. 

“Our collection of rings is renowned 
for its diversity and distinguished for the 
quality of each individual gem and set- 
ting.” 


Symbolic Ring New Paris Fad 


A silver ring, hung with dangles sym- 
bolic of the church, the home and hus- 
band, reports the Paris correspondent of 
the National Jewelers Publicity Associa- 
tion, is the newest fad to be taken up by 
the women of Paris. It is modeled after 
a charm worn by the women of Iviza, in 
the Balearic Islands, and is supposed to 
bring to the woman who wears it, all that 
is desirable in life. 

The ring itself is a heavy silver chain, 
with a little motif cut from a thin sheet 
of silver, hanging by its own tiny chain 
from each link of the ring. For the 
church, there is a tiny bell; for the house, 
a little primitive key; for the husband, a 
heart. 
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King Up More Profits with Rings 


‘ie nation-wide campaign 
to promote the sale of rings will be brought to a sharp 
focus in retail jewelry stores during the week of Nov. 
14-19 when special window displays and advertising will 
be utilized to center public attention on the fact that the 
present fashion trend demands rings. Retail jewelers 
will stress the significance of the ring as a symbol of 
friendship and affection and as an article of beauty and 
adornment. 

With all this interest directing the spotlight of atten- 
tion on rings it is an especially opportune time to study 
the statistics of marriage licenses. In 1931, according to 
figures issued by the National Jewelers Publicity Asso- 
ciation covering 61 cities throughout the United States, 
the month of June led the wedding march in a large 


majority of the cities but fell behind in some of the 
southern centers of population. 

During 1931 the license bureaus of 61 cities issued 
278,461 licenses as compared with 334,370 issued in 71 
cities in 1930, indicating that despite the depression Dan 
Cupid has been busy. June, with 36,816, led the list of 
months and February, with 18,198, showed the smallest 
number. 

While the figures for 1932 to date are not at hand, 
it is safe to say that the demand for engagement and 
wedding rings has not shown as marked a decrease as 
has been the case with many other articles of jewelry, 
and now that the depression is passing, jewelers who par- 
ticipate in the Ring Promotion Campaign will ring up 
more profits with rings, not only for engagements and 
marriages but for many other events as well. 








MARRIAGE LICENSES ISSUED 


on. FEB. MAR. APR. 
Los Angeles, Cal.......... 417 1264 1157 1403 
ESS a re 233 219 188 255 
mem Smee COk cc eies ec cees 141 133 87 165 
San Francisco, Cal........ 447 402 350 446 
Denver, Colo. .... 171 125 117 149 
Bridgeport, Conn. 55 68 29 61 
Hartford, Conn. 70 66 39 86 
Waterbury, Conn 32 12 11 44 
Washington, D. C 354 355 332 475 
Miami, Fila. .... 99 119 116 124 
NS PO? ois de eR Re we 134 115 130 156 
IE Ce tiara, poste a wae kab 239 201 232 293 
CEE OUR hac sciawseereknet seed ane hee 2247 2025 1972 2705 
Indianapolis, Ind. ....... 219 206 237 275 
Des Moines, Iowa ... 94 100 98 113 
New Orleans, La.. 210 222 163 250 
Baltimore, Md. .... 431 384 380 $11 
Fall River, Mass.... 44 43 45 69 
RIG, ME occtcekess 38 37 17 72 
New Bedford, Mass... 48 27 53 48 
OE, BROMO, Cg. co adaeceneaee 56 56 70 78 
Serum, BOGOR onc cc ci cesscnes 77 60 31 89 
Worcester, Mass. ... 55 53 63 112 
Detroit, Mich. ..... 886 643 727 919 
Flint, Mich. ...... 68 63 46 7 
Grand Rapids, Mich........ 66 58 64 75 
pS eR rae rere 57 48 53 73 
Minneapolis, Minn 208 228 226 353 
Kansas City, Mo 234 236 251 296 
St. Louis, Mo..... 347 370 303 463 
oS ee eee 125 103 78 129 
per Re URE ck gece barw'cd one 142 156 99 198 
SS Ber pera 289 284 293 321 
Paterson, N. J.. 64 62 47 97 
NE OE Rs e856 « slap Oe a Siw wnwe mae 27 20 22 51 
| ae. a eee 90 60 59 84 
SS eee 200 229 186 284 
New York City 
Cmereeee Of Broan)... oss ccccieecucs 854 739 761 643 
(Borough of Brooklyn)................ 1613 1540 1679 1561 
(Borough of Manhanttan)............. 2266 2052 2135 2387 
(Borough of Queens)................. 485 408 448 551 
(Borough of Richmond)............... 75 64 76 94 
UO 3 Ser 46 50 37 68 
I ES ies 6 ial ca csionsewweweus 6 4 5 14 
CE, SRO ook 6:0 cad ders Coe ee oem 190 173 201 230 
COW, COD cc cke cs wecscewese 581 551 495 665 
Nn wd asc ncn kaw dese dae w 122 118 116 180 
Toledo, Ohio ....... 610 550 786 750 
STM occ wc eeeeccwteecemes 71 71 62 77 
Oklahoma City, Okla... i... ccscccce 207 149 202 200 
TE einai ces cebayennesave cee 113 102 101 145 
I MS is ie ain an d-aakt Ox whee wae 835 726 749 889 
Pittsburgh. Pa. 559 489 385 611 
pe, err ee ee 107 113 120 130 
oe a Seer ere 107 7 122 158 
NEE, WOUNDS «ova con tebena kes sdeses's 60 83 67 103 
Memphis, Tenn. as Sasa Sas eee wero 159 118 140 162 
ee I I aig a a veo bd b Ace a's Cw wks 40 40 65 69 
OS ROME os ibe is hese weeb aan 253 245 234 294 
i WN. os a o's nea cea eedeees 218 163 202 208 
Salt Lake City, Utah................... 135 116 111 150 
Eo ob bees ha tna coe evens wake 85 78 72 83 
PRI 56d wh aoe ew ect hed dlalea eats 252 209 220 263 
TY Caos cg di See arama ae wee 110 113 119 143 
ee) errr ere ee 241 209 213 355 
Ci Be re ee ree Tee 20,114 18,198 18,294 22,578 
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1931—FROM THE LARGER CENTERS 
MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. TOTAL 
1156 2288 1562 1540 1553 1340 1267 1313 17,260 
264 445 274 336 309 284 242 245 3,294 
161 178 154 161 174 141 158 142 1795 
461 716 491 508 490 441 391 427 5570 
149 300 198 239 130 121 115 146 1960 
60 136 49 63 39 85 77 46 768 
72 155 60 80 110 102 87 43 970 
30 63 25 19 78 43 43 38 438 
396 681 478 510 551 568 430 510 5580 
99 107 82 71 55 79 69 120 1140 
85 187 134 126 104 102 111 164 1548 
287 337 229 261 237 263 219 302 3100 
2871 4268 2772 2982 2934 2601 2477 2239 32,093 
299 458 297 298 289 296 288 276 3438 
125 190 70 91 71 85 67 80 1184 
156 335 231 180 215 235 155 187 2549 
504 795 454 504 497 511 508 516 5995 
118 152 80 129 101 103 77 65 1026 
61 99 47 63 83 87 88 38 730 
57 104 52 90 a 73 51 55 731 
96 153 70 143 121 98 73 58 1072 
60 157 106 88 115 12% 129 56 1106 
127 163 102 121 126 119 98 59 1199 
1304 1649 1209 1538 1165 1145 959 1034 13,178 
118 167 92 115 101 97 108 124 1171 
98 157 83 138 107 78 95 81 1100 
77 114 82 78 62 68 63 56 831 
444 561 324 422 357 298 301 223 3945 
292 485 274 300 287 277 261 320 3513 
442 809 425 450 510 442 485 348 5394 
145 237 186 230 208 210 170 170 1991 
189 286 170 188 233 183 210 131 2185 
367 563 305 430 366 402 339 332 4291 
80 189 67 64 108 86 95 71 1030 
49 70 45 49 48 45 36 48 510 
78 149 104 135 113 105 83 62 1122 
311 600 331 426 443 323 343 179 3855 
996 1453 754 888 816 896 763 878 10,441 
2139 2941 1657 2029 1957 1968 1711 2040 22,835 
2581 3416 2388 2642 2644 2606 2157 2310 29,584 
676 964 557 773 745 660 482 428 7177 
91 146 83 146 119 99 66 82 1141 
55 103 51 74 79 79 61 39 742 
5 8 10 8 7 6 7 14 94 
273 483 331 296 201 241 273 221 3093 
747 1136 663 689 618 550 529 411 7635 
140 231 72 128 75 94 86 92 1554 
910 670 461 200 149 150 121 132 5489 
90 148 98 58 62 61 46 28 72 
174 254 197 185 187 172 162 209 2298 
135 259 190 204 176 156 150 143 1874 
72 1742 762 1039 1156 992 935 846 11,643 
590 1062 587 659 707 590 612 461 7312 
121 201 90 85 91 124 139 141 1462 
159 283 165 245 208 223 139 100 1982 
76 103 79 100 104 93 87 114 1069 
169 199 145 119 140 139 154 203 1847 
47 61 53 54 45 61 66 49 650 
268 347 254 265 206 282 274 258 3180 
213 300 300 242 225 226 193 230 2720 
152 342 156 215 192 163 163 174 2069 
79 111 98 100 113 94 96 119 1128 
310 458 351 407 346 314 274 299 3703 
142 218 185 186 151 126 130 138 1761 
482 664 386 543 423 362 342 224 4444 
24,480 36,816 22,937 25,745 24,505 23,111 20,996 20,687 278,461 
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UNUSUAL LINE 








A NEW AND 


OF MOUNTINGS AND WEDDING RINGS 





We are offering a distinctive new line of 
Ladies’ Mountings and Wedding Rings 


of modern design. 


The Blaneard emphasis has always been 
placed upon quality ... our high quality 
standards have been strictly maintained 
for the past 34 of a century, and are 
recognized by the trade as their guaran- 


tee of superb value. 
Lohengrin Wedding Rings 


Distributed to the Wholesale and Retail 


Trade. 


BLANCARD & CO., Ine. 


MANUFACTURERS OF 


WEDDING RINGS—RING MOUNTINGS 
136 WEST 52nd STREET 
NEW YORK 
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A Prize Winning Ring Display 
The prize winning window illustrated herewith was 
shown by the Busch Jewelry Co., 1373 Broadway, Brook- 
lyn, N. Y., in a contest promoted by the Broadway Mer- 
chants Association of Brooklyn and won the first prize 
offered to merchants along that business thoroughfare. 


KREDIT- 





Busch Jewelry Co. window display. 


The cup shown in the window is the prize awarded. It 
stands 30 inches high and is fittingly inscribed. 

As will be seen by the illustration, the window featured 
diamond rings. The lighting of the window was excellent 
and the number of passers-by who stopped to view the 
display testified to the interest taken by the public. 


Fashion Promotes Demand for Rings 
(From page 59) 


the art of the ring maker in Europe gave opportunity 
for the work of the finest craftsmen in metals. Rings 
were made for all purposes—as love tokens, as weapons, 
as innoculators of poison, as emblems of friendship, em- 
blems of authority as well as ornaments. In fact, the 
history of rings is most fascinating and a study of the 
many works upon the subject will be of value as well as 
interest to any jeweler. Among the many books on rings 
available through any public library is “Rings for the 
Finger,” by Dr. George F. Kunz, while others include 
the “History and Poetry of Finger Rings,” by Charles 
Edwards; ‘““The Romance of the Ring,” by R. C. Neville, 
as well as a wide variety of references in leading works 
on jewelry and gems. 

THE JEWELERS’ CIRCULAR in the past has published 
many articles on the subject, a very clear summary with 
illustrations being “A Brief Outline of Rings of the 
Past,” by Maxwell Lucas, published Feb. 4, 1925. 

A perusal of the various works on rings will be no 
waste of time even to the busiest and most up-to-date 
jeweler, for it will afford him a vast amount of in- 
formation that he can use in selling talks, in his advertise- 
ments and his sales promotion plans, that will tend to at- 
tract the attention of the customer who might not be in- 
terested in the rings purely as merchandise. 
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ashington Bi-Centennial Display 


Increases Jewelry Sales 


‘Phe E. K. Resoner Co., 


Muncie, Ind., has been quick to profit by the opportunity 
offered in the nation-wide celebration of the 200th anni- 
versary of the birth of George Washington by arranging 
the attractive window display shown herewith. 

Red, white and blue cloth panels were used as a back- 
ground for the bronze plaque of Washington. The 
Sago leaves and the shield that holds them are of silver, 


making a beautiful contrast to the bronze plaque. The 
colors were also used on the bottom of the window. 
The merchandise was rearranged and changed each 


day for one week. Price tickets used in the window were 
made of stiff white paper with a tiny flag sticker on each 
one. No merchandise was used in front of the plaque. 

The George Washington Bi-Centennial Celebration 
idea was carried into the advertising copy used by the 
company during the week that the window display was 
used. 

In commenting upon the window display E. K. Resoner 
said that the company received many compliments from 
the public upon its beauty and significance. “By the win- 
dow attracting so much attention, we feel that it was a 
medium for drawing trade. Not only did it ‘Hit the eye’ 
of the individual walking on the street, but it was equally 
attractive to motorists,” said Mr. Resoner. 

In almost every community there is some relic of his- 
torical importance in the life of George Washington or 
of America’s early days. Jewelry store windows are a 
most desirable place for showing these relics to the public 
and the alert jeweler will see the value to him of a window 
which will create passer-by interest and attract attention 
not only to the relics displayed, but also to the merchan- 
dise presented in the window. 

In many cities the local and state committees are getting 
the cooperation of stores and the use of their windows for 
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The George Washington Bi-Centennial Celebra- 
tion window display used for one week in the store 
of the E. K. Resoner Co., Muncie, Ind., helped to 
increase sales. “Not only did it ‘hit the eye’ of 
pedestrians but it was equally attractive to motor- 
ists,’ said Mr. Resoner. 











these exhibitions. It is suggested by the United States 
George Washington Bi-Centennial Commission | that 
jewelers get in touch with their local Chapters of the 
Daughters of the American Revolution and the Sons of the 
American Revolution for ideas and advice regarding relics. 


4d 
Crcorge Washington Days” 


when special sales events may be arranged featuring 
Colonial and early American silverware patterns will help 
sales. Window displays can 


Colonial and early American sil 


rclude pieces of genuine 

r and present day prod- 
ucts in patterns of that period. 

The gift section of the jewelry store can profit by fea- 
turing the Bi-Centennial idea. Colonial bridge prizes and 
novelties may be featured. China and glassware in period 
designs and other similar merchandise should be displayed. 

A George Washington essay contest for high school 
students will attract attention. When the students are 
requested to bring their essays to the store in person this 
will build good will and help promote sales. 

There are also many other plans that jewelers can 
utilize in connection with the celebration of the birth of 
George Washington to promote sales. 
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For 
Quality 
Service 


Craftsmanship 
Buy Your 


PLATINUM 


WEDDING 
RINGS 


Plain, Engraved, Azured and Channelled 


from 


ira MATIHEY 





and Company, Inc. 


15 West 47th Street, New York City 
Telephone Bry 9-4645 














AFTER 
16 YEARS 
with one 
company, 
I am in the 
market to 
place myself 





I want to represent a responsible house making a 
line of fine, up-to-date, 18 Karat Platinum Ring 
Mountings—a snappy line selling through the 
jobbers, diamond importers and largest retailers. 
I am well acquainted in 
Boston 
New York 
Philadelphia 
Baltimore 
Washington 
Enjoy an excellent reputation and want to match 
it with a good line to sell. 


Can we talk over the matter? 


CHAS. VAN NESS 


179 Harrison Street, East Orange, N. J. 
Formerly of Jabel Ring Mfg. Co., Newark 



















BRIGHTEN UP 


Your Stock and Make 
RING WEEK A SUCCESS 


Bryant's New Snappy Line of 
Moderate Priced 10K. and 14K. Rings 
Will Do This. 





M. B. BRYANT & CO., Inc. 


136 W. 52ND ST. NEW YORK 


TRU-STONES 


Conform accurately with the official Birthstone list 
MAKE PERFECT BIRTHSTONES 


eee] - : 
‘ These new vogue birthstones are opening up new 





roads for jewelers’ profits. Modern attractive dis- 
plays and advertising material are available to the 
Tru-Stone dealer. Ask your wholesaler, or write us 


for information. 


S. NATHAN & ©D., INC. °° 








CORONETTE CAMEOS 


Famous Historic Characters 
Carved on Black & White Cameos are being mer- 
PORONETT¢ chandised in the modern manner. 


Prominent manufacturers are featuring assortments 
Z — of these Cameos. With each set of six rings, you 
aS are entitled to receive free a leather covered dis- 
play box. 


S. NATHAN & CO., INC. 71-73.Nagsae St- 














MAKE YOUR RING EXHIBIT 
ONE OF QUALITY 
ADD SOME OF OUR FINE 


14k and 18k Stone Seal, Signet and Fancy Rings 


TRADE MARK. 


Geo. 0. Street & Sons, 


Established 1837. 


129 Fulton Street New York City 





Announcing 


The New Protection Ring Guard 
Due to an improved method we are offering a more 
perfect PROTECTION RING GUARD AT A SUB- 
STANTIAL REDUCTION FROM THE 
FORMER PRICES to the trade. 

One dozen on card, assorted sizes, all colors of 
14 Kt. gold. 


Fully Protected LION SAFETY PIN CLUTCH CO., INC. 
by U. & Patents 20 West 22nd St., N. Y. City Or Jobber 

















“GEM-STONES,” by G. F. Herbert Smith, gives a clear, con- 
cise, but very comprehensive survey of the various precious and semi- 
precious stones used for ornamental purposes. 

It offers the jeweler and his clerks an excellent means of fully 
familiarizing themselves with this interesting subject, and provides 
the answers to many questions asked by customers. Fully indexed, 
it makes an excellent reference book. Over 300 Pages; many tables, 
plates, and illustrations. Price $3.00. Order your copy today from— 


THE JEWELERS’ CIRCULAR 
239 West 38th St. New York, N. Y. 





























Jewelry Sales in First Hal 


I952 


Survey of Dept. of Commerce Shows Many Changes in Trend of Jewelry 


Business as to Various Forms of Credit Sales, Allowances and Collections 


WASHINGTON, D. C., Oct. 15.—Taking the total net 
sales of 40 jewelry stores for January-July of this year in 
comparison with those of the corresponding months of 
last year, a survey just completed and made public by the 
Department of Commerce shows many changes in the 
trend of the jewelry business. The retail credit survey 
was made under the general direction of Dr. Frank M. 
Surface, assistant director, and H. C. Dunn, chief of the 
merchandising research division of the Bureau of Foreign 
and Domestic Commerce. 

The survey shows that this decrease in the net sales of 
jewelry stores was next to the greatest of the seven kinds 
of stores included in the survey. “The department, set- 
ting forth facts and figures regarding its jewelry survey, 
states: 


There was change in the proportions of cash and open and 
installment credit of jewelry stores during the first six months 
of 1932, in comparison with the corresponding period of 1931. 
Cash sales were 26:2 per cent of total sales for the first six 
months of 1931 and 22.4 per cent for the same period of 1932. 
Open-credit sales were 55.3 per cent of total sales in 1931 and 
50.7 per cent in 1932. Installment sales were 18.5 per cent of 
total sales in 1931 and 16.9 per cent in 1932. 





KIND AND EXTENT OF CREDIT BUSINESS OF JEWELRY STORES, 
JANUARY TO JUNE, 1931 AND 1932, BY MONTHS 


(Percentages based on net sales) 

















Per cent (weighted averages) Total 

sales, 
per cent 

Month Stores Cash Open credit | Installment | change 
ical in 1932 

from 

1931 | 1932 | 1931 | 1932 | 1931 | 1932 1931 
January........| 40 25.4 | 33.4 | 59.1 | 50.6 | 15.5 | 16.0 | —32.6 
February...... 40 25.3 | 31.4 | 56.0 | 52.2 | 18.7 | 16.4 —32.2 
March. 40 25.8 | 33.6 | 53.0 | 49.5 | 21.2 | 16.9 —35.6 
ME Gk ced oleae 40 26.9 | 29.5 | 55.3 | 51.4] 17.8 |] 19.1 | —39.4 
ee 40 25.4 | 34.7 | 53.7 | 47.5 | 20.9 | 17.8 | —36.0 
Wis 66 6 cous 40 27.7 | 31.5 | 54.9 } 52.8 | 17.4] 15.7 | —36.7 
6 months.......| 40 26.2 | 22.4 | 55.3 | 50.7 | 18.5 | 16.9 | —35.6 





























KIND AND EXTENT OF CREDIT BUSINESS OF JEWELRY STORES, 
GROUPED ACCORDING TO TOTAL VOLUME OF SALES, 
JANUARY TO JUNE, 1931 AND 1932 


(Percentages based on net sales) 





























Per cent (weighted averages) Total sales 

i Per. 

Cash Open credit Installment cent 

Annual sales volume Stores jchange 
in 1932 

from 

1931] 1932} 1931} 1932 1931} 1932 1931 

Less than $100,000.....| 41.9] 38.5] 34,3) 35.4; 23.8) 26.1) 11 |—29.4 
$50,000 to $99,999..... 23.4] 33.5] 24.6) 19.8) 52.0) 46.7 8 —22.1 
$100,000 to $249,999. ..| 24.4] 28.3) 30.0) 31.2) 45.6) 40.5) 13 |—38.3 
$250,000 to $499,999. . .| 45.5] 52.4) 54.5] 47.6)..... ime 5 —28.6 
$500,000 and over...... 13.8] 18.8] 86.2] 81.2).....]..... 3 |—41.1 
po eee 26.2} 22.4] 55.3) 50.7; 18.5) 16.9] 40 |—35.6 
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Returns and allowances of jewelry stores based on gross 
sales were 11.2 per cent of total sales for the first six months 
of 1931 and 13.1 per cent for the same period in 1932. 

Returns and allowances on cash sales were 2.7 per cent for 
the first six months of 1931 and the same percentage for the 
corresponding period in 1932. Those on open-credit sales were 
7.9 per cent in 1931 and 8.9 per cent in 1932. Those on in- 
stallment sales were 18.7 per cent in 1931 and 23.1 per cent 
in 1932. 





RETURNS AND ALLOWANCES OF JEWELRY STORES, GROUPED 
ACCORDING TO TOTAL VOLUME OF SALES, JANUARY 
TO JUNE, 1931 AND 1932 


(Percentages based on gross sales) 












































Simple av erage of ——- (sum of percentages 
divided number of stores) 
Annual sales volume} Stores 
Cash wee credit} Installment Total 
1931] 1932 | 1931 1991 |1992 1931 | 1932 | 1931 | 1932 
Less than $50,000..} 6 | 1.0) 4.3) 3 | 3.6] 15.0] 16 o 4 A 4.6 
$50,000 to $99,999... 5 .2} O 1.4] 4.9] 22.9) 28.9} 16.5) 21.9 
$100,000 to $249,999 7 2.2} 1.2] 11.0] 10.6] 14 2} 17.9} 14.1} 16.1 
$250,000 to $499,999 2 9.0} 7.0) 15.0) 16 0} =e) 10.9} 10.6 
$500,000 and over.. Si -:2 8) 5.5) 9 4] 12.7 10.0} 9.9 
All stores........ 23 | 2 7 2 7 7.9| 8.9] 18.7| 23.1] 11.2] 13.1 
| | ' | 





RETURNS AND ALLOWANCES OF JEWELRY STORES, JANUARY 
TO JUNE, 1931 AND 1932, BY MONTHS 


(Percentages based on gross sales) 












































Simple average of percentages (sum of percentages 
¢ livided by number of stores) 
Classification Stores ~~ oe 
Cash Open —) Installment Total 

| ) 
| 1931] 1932 | 1931 | 1932 2 | 1931 | 1932 | 1931 | 1932 
January.... | 23 2.9} 5.1] 16.7} 13 ol 28.1) 25.4) 18.0} 16.7 
February .. | 23 2.1] 1.5] 7.4] 6.9} 23.2] 26.6} 12.0) 13.6 
March.. | 23 2.6] 1.8} 5.2} 4.8) 18.5] 22.6) 9.8) 11.2 
CS 23 2.5) 1.2) 6.2) 5.9) 15.8] 24.4) 9.5) 11.4 
May. | 23 | 3.0] 2.0 5.0] 7-9 16.3] 18.0) 8.9) 10.7 
June.. 23 1.4; 1.8) 6 0} 10 0} 14.5] 24.3) 8.4] 12.8 











ACCOUNTS OF 
AND 1932, 


PER CENT COLLECTED MONTHLY ON CREDIT 
JEWELRY STORES, JANUARY TO JUNE, 1931 
BY MONTHS AND CITIES 








| Simple average of percentages (sum of 
percentages divided by number of 

















stores). 
Classification Open credit Installment 
1931 1932 1931 1932 
MontTH 
January........ 39.4 35 12.8 12.1 
February...... 29.8 25.9 12.5 | 11.3 
Mareh....... 27.8 25.1 13.4 | 11.7 
April... ‘ ~~ 29.7 24.4 13.2 11.8 
May.... 29.5 24.1 12.9 10.6 
June.... ‘ ‘ 29.8 25.2 | 12.3 10.5 








(Turn to page 95) 





\F sO SEND THEM T 
NEAR WOOD STOCK , OXFORDSHIRE , ENGLAND... v6 





IM TELLING YOU— 


FACT OUTRUNS FICTION 


(PARTICULARLY tv REGARD To RINGS) 



















tiie a 


A STRANGE REMEDY FOR 
SNEEZING OR HICCOUGHING , 
RECOMMENDED BY PLINY, WAS 
TO TRANSFER A RING FROM 
ONE OF THE FINGERS OF THE 
LEFT HAND TO THE MIDDLE 
FINGER OF THE RIGHT HAND, 
RINGS WERE RARELY WORN BY 
THE ROMANS ON THE MIDDLE 
FINGER AND HENCE THE 
UNUSUAL SENSATION PRODUCED 
OPERATED TO CHECK THE 
NERVOUS SPASM CAUSING 
THE SNEEZES oR HICCOUGHS 


DEATH DEALING POISON 
RINGS OF THE BORGIAS ARE 
NOT FABULOUS, FOR SOME OF 
THEM STILL EXIST. A 
RENAISSANCE GOLDSMITH 
MADE ONE, THE BEZEL OF 
WHICH WAS WROUGHT INTO 
THE SHAPE OF A LION. 

THE HOLLOW CLAWS OF THE 
ANIMAL ADMIT THE PASSAGE 
OF A SUBTLE POISON. A 
DEATH WOUND WAS CAUSED 
RY TURNING THE BEZEL 
OF THE RING INWARD, SO 
THAT A HEARTY GRASP 
WOULD PUNCTURE AN 
ENEMY’S HAND. 











In OLDEN TIMES RINGS NOT ONLY WERE worn 
- BY PEOPLE OF BOTH SEXES BUT SOMETIMES 
ALSO APORNED STATUES , PARTICULARLY 
@ MEMORIAL FIGURES. A LATIN INSCRIPTION 
FROM GRANADA , SPAIN, MENTIONS A RING, SET 
WITH A JASPER , THAT WAS PLACED BY A SON 
UPON THE STATUE OF HIS MOTHE[e. THE RING 
WAS VALUED AT 7000 SE STERTII, INDICATING 
THAT THE STONE WAS ENGRAVED... 























THAT SOME ROMAN RINGS WERE NO MERE TRIFLES 1S TO 
BE SEEN FROM THE ABOVE RING WHICH I$ ILLUSTRATED IN 
“UVIANTIQUITEE EXPLIQUEE BY MONTFAUCON. THE HEAD 
WAS AT ONE TIME SuPPOSED TO REPRESENT THE WIFE 


OF THE EMPEROR TRAFAN, BUT ON THIS, AUTHORITIES 
DIFFER . 





or ae 


RINGS WERE USED AS MONEY BY THE ANCIENT GAULS AND 





BRITONS AS WELL AS BY THE EGYPTIANS. AN EXCEPTIONALLY DO YOU KNOW OF ANY UNUSUAL FACTS OF 
FINE SPECIMEN OF NEARLY PURE GOLD WAS RECENTLY INTEREST ABOUT JEWELS ann JEWELRY oS 
FOUND BY A FARMER WHILE HE WAS PLOUGHING HIS FELD 
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JS4074...... Keates $12.50 
Synthetic. Ruby, 14K solid 
white. gold. Simple, ‘mod- 


ern, substantial weight. 








Imita Zircon. 

white gold, Red and qreen 
gold ornaments. Beautifully 
pierced desiqn. 











Ae etd 
eet ks 


eho gee Ope 





weight, 18K green gold in- 
laid and applied ornaments. 


STERN MANU F AC TURING COMPANY 






a No sar < 








JS4079 $30.00 
Genuine Topaz. 14K solid 
white gold. Heavy weight. 
Red and. green gold orna- 
ments. Artistic design. 


14 CARAT SOLID GOLD 


LATEST 
CREATIONS 
iA 
GENUINE 
AMD 
SYNTHETIC 

STONES 


JS4076 $14.66 
r ie 4K solid 
sod green 
Good 
SPECIFY FINGER 
SIZE WHEN 


ORDERING 


GIFT BOXES 
FURNISHED 
WITH ALL 

RINGS 
JS4080 ......... .. $19.00 
Synthetic Zircon. 14K solid 


white  qold. ~ Substantial 


. eight, beautifully pierced. 
Illustrations Actual “tte ssa sdel bins 


Size 





Genuine Amethyst. 14K 


solid white gold. Red gold 
inlay. Substantial weight, 
beautifully pierced. 


solid white gold. Simple, 
modern, substantial weight. 





JIS4090 ... $1150 
Imita Emerald (dark cdlor). 
14K solid white goid. Nice- 
ly pierced. Red and green 
gold ornaments. 


Genuine Amethyst. 14K 
solid white gold. Good 
weight. Finely pierced. Red 
and green gold ornaments. 


Sternset Creations 











PPE SH $10.00 
Genuine Amethyst. 14K 
solid white gold. Simple, 
modern, good weight. 





So a See $20.00 
Synthetic Erinide. 14K solid 
white gold. Modern design, 
substantial weight. 





Genuine Aquamarine. 14K 
solid white gold. Substan- 
tial weight. Green gold or- 
naments. Beautifully hand 
engraved. 





5 eee $11.50 
Synthetic Sapphire. 14K 
solid white gold. Good 
weight. Red and green 
gold ornaments. 


AMERICAN Cowarere New Yoax- Crucaco 


Prices Subject to 


Keystone Discount 









STERN 


marines, 14K white sin repair design, 


OF SOLID GOLD 


CAN BE PURCHASED SEPARATELY 
OR TOGETHER 


PUT UP IN 
ATTRACTIVE 
GIFT BOXES 


ALL CHAINS 161N, LONG 























Genuine Sunray Crystals. = 
cent 14K white gold. Red and green gold 


JS4055—Ring oeeae 


imita Amethyst. 10K white an Red and green 


J$4060-—Pendant +» $6.50 
JS406i—Ring err S60 te oVhwbenscuaec dey See 


gold ornaments. Neatly pierced. 


eee ee 


Genuine then te 14K white gold. 
green gold ornaments. —t ae. 


Mustrations Actual Size 


K FINGER 
» $64.00 5 to 7% 

Two fine white diamonds se? tn genuine Aqua- ER SIZES. 

ORDER 











Pendant 2 $31.00. - 
27.00 © 


MANUFACTURING COMPANY 


407 Mulberry St., Newark, N. J 


Send for 
Free Window Display 


- Set $31.00 
' "Emerald {dork Yad “Saniite: Diamond, 
14K white gold. 
JS4073—Ring ....-. Pe 


Subject to 
Keystone Discount 


Prices 











November, 1932 THE 


JEWELERS’ 


CIRCULAR 








I AM AN AMERICAN. 


Just one of a great number of ordinary, hard-work- 
ing, fairly conscientious citizens who have grinned, 
groaned and growled their way through three years of 
hard pickings. 

The depression has affected me directly and indi- 
rectly, perpendicularly and horizontally, positively 
and negatively, specifically and generally, within and 
without. 


I have been bombarded, deluged, overwhelmed with 
charts, statistics, graphs and opinions from economic 
card readers, congenital star observers and neurotic 
crystal gazers in 48 differerit states and 99 different 
languages. 

I have been Babsoned, Ayred, Gibsoned and Brook- 
mired until I am well-nigh cuckoo, groggy, cock-eyed 
and flambolluxed. 


My mind has been open, receptive and flexible to 
every new thought, principle, philosophy and panacea 
for human ills and ailments. 

And now, to cap the climax, I have had it projected 
into my feverish brain that it’s a grand and glorious 
condition to be poor again; that there’s a real thrill in 
discovering how much you can get along without and 
how little you can get along with; how much more 
interesting and odoriferous a 10¢ movie on Third 
Avenue is than the perfumed cinema palace (94¢) on 
Broadway; how proud I should be to display that 1927 


tailor’s label in the inside pocket of my old grey suit; 


how good a job Pietro Bambino can do in re-soling my 
old shoes for $1.25. 


* 


1 AM AN 


* 


* 


INET ICAHN 


But, brother—and here’s where I come out of the 
ether—I want to tell you it’s all plain damn boloney, 
bunkum, balderdash, or what have you. 

So, on behalf of this great army of fellow-sufferers, I 
am organizing a club that I know you will all want to 
join. It will be known as the I-Need-A Club. You 
know what I mean, brother—I-Need-A new hat, I- 
Need-A new pair of shoes, I-Need-A new alarm clock, 
I-Need-A new this, and I-Need-A new that. 

You and I and all the rest of us are accustomed to a 
high standard of living and we will never be satisfied 
with anything less than just that; and our rational dis- 
satisfaction is the very motive power that is going to 
drive us on to prosperity again. 

In my own case, in order to replenish the old darned 
sock, I intend to carry out the following program: 

I am determined to do a better job—I shall make 
my business render a greater service—I shall shout my 
wares from the house-tops so that they will still be 
heard in the din of competition. I shall endeavor to be 
a useful cog in the economic wheel—I shall, to the best 
of my ability, help the other fellow get on his feet 
again—I shall punch the schnozzle of the pessimist and 
the slanderer of good times—I shall once again dare to 
look and march forward. 

And for all of this I shall expect—and get—a better 


reward for my efforts. Then I can go places and do things. 
All of which I insist upon 


BECAUSE I AM AN AMERICAN! 


PRESIDENT, THE JEWELERS PUBLISHING CORPORATION 














Ring Design 
U. S. Patent 
No. 82,243 





“DIAMOND-HEART 


WEDDING AND ENGAGEMENT RINGS 


ARE ALWAYS 


Made in Platinum, 
White Gold and 
Yellow Gold, full 
diamond se set, 
or partly set; also 
may be had carved 


without diamonds. 






IN FASHION 


Send for Memo 
Selection and 
compare qual- 
ity and prices 


U. 8. Patent 
Des. No. 70,209 


THE DIAMOND-HEART CO. 


MAKERS OF JEWELRY SINCE 1907 


62 WEST 47th STREET 


NEW YORK CITY 











PROTECTS 


Against 


Alteration 


of costly office machines. 


write for literature. 


FRAN-SHEL CORP., 





v 
| SOMETHING 





POCKET 


CHECKS @™& 


GIVE 
NEW 
FOR X’MAS 


Tea 
é at vd 





ATTRACTIVE — 


Invaluable to everyone having a personal check account. The 
first and only practical device for personal use. Sold with 
guarantee. Gives positive, personal protection equal to that 


Variety of styles to retail at $5.00, $7.00, $10.00, $40.00... 
Free display cards and leaflets. Buy from your wholesaler or 


USEFUL — NEW 


Beautifully made and packaged. 


19 East 47th Street, N. Y. 
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It’s Both Romance and Reality 
This Fashion of Rings 
By Jane Ellis, Stylist 


When this movement for the style- 
recognition of rings was started, the full 
enthusiastic endorsement such a move 
would receive was underestimated. It is 
only fair to record the fact that the en- 
thusiasm and interest among fashion 
jewelry connoisseurs runs high. 


The fashion evidence is convincing, too. 
There is the undeniable and strong flavor 
of romantic period fashions, whether you 
choose them Victorian, Empire, Directoire, 
or merely the return to the demure. With 
so much trimming on a frock, we are 
having considerable controversy as to 
whether the close-to-the-throat choker or 
the longer necklace may be worn; where 
we shall put clips and brooches; whether 
the curled headdress will stand earrings. 

Ring stones are frequently matched to 
costume colors, or definitely brought into 
contrast with them. This explains the 
current vogue for tortoise shell as a con- 
trast with dark browns and reds; the 
demand for topaz and amber for these 
same costume colors; the popularity of 
rubies to wear with matching reds or 
contrasting with blues, blacks, and the 
vogue of white furs. Jet is another ex- 
ample of a color value returning to im- 
portance—to match the black frock when 
the jet is set in natural gold; although jet 
is returning to importance for another 
reason as well—it is reminiscent of the 
1890’s when it was worn so very much 
with the clothes we are reviving today. 
This importance of the color scheme may 
be met in semi-precious and synthetic 
stone rings as never before. 


It is on these fashion points that the 
retail jeweler should be well informed, 
so as to anticipate his customer’s demand, 
or rather, to show her how and what to 
wear. It is important for him to keep 
abreast of these fashion changes; and 
why rings will be attractive. All the 
trimming of daytime and evening clothes 
is at the neck and shoulders. Sleeves are 
wide at the top; the collar or cape covers 
the throat and shoulders. A woman may 
hesitate as to whether or not her neck- 
lace will be seen, whether or not she may 
wear earrings with so much trimming; 
and whether or not she shall wear hinge 
or flexible bracelets more effectively. But 
she will not hesitate over the fashion fit- 
ness of rings. Adornment of her fingers 
is charmingly in keeping with her “period 
clothes.” 

It is rumored that one of the most im- 
portant Fifth Avenue shops will devote 
one entire Fifth Avenue window to a dis- 
play of rings Nov. 14-19. Another 
particularly successful Fifth Avenue 
jeweler may be quoted as saying: “I be- 
lieve rings to be a staple; I have them 
displayed always to advantage, and be- 
lieve the customer is taking to them with 
considerable interest. I wear them my- 
self.” He, too, will give them extra em- 
phasis and space during the week of ring 
promotion. 


“Quality Street” is thus prepared in 
New York to back up the very sound 
movement started in Providence. 
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Precious Metals Taken in Holdup at 
Refinery Plant of Kastenhuber 
& Lehrfeld 


Five armed men entered the gold beat- 
ing plant of Kastenhuber & Lehrfeld at 
32 Flushing Av., Brooklyn, about noon 
Oct. 25 and escaped with a considerable 
quantity of gold, silver and _ platinum. 

At the point of revolvers they forced 
the 10 employees of the plant to leave 
their work benches and march in single 
file to a garage in the rear of the one- 
story plant. 

There the workmen were tied up, hands 
and feet, locked in the garage and 
warned through the door not to make an 
outcry for at least 15 minutes. 

While one man paced up and down 
outside their prison his four companions 
rifled the safe in which the metal is kept. 
Twenty-five bars of platinum, weighing 
between 200 and 500 ounces each and 25 
bars each of gold and silver, weighing 
between 25 and 50 ounces were carrying 
out and locked in the rear of a motor 
car. The metal is unrefined. 

When the robbers entered no one was 
in the office partitioned off from the work 
room. ‘They marched through the office 
into the rear room, pulling their weapons 
from beneath their coats. One man car- 
ried a sawed off shotgun. 

The five escaped in the direction of 
Brooklyn Bridge, witnesses told the 
police. All bridges leading from Brook- 
lyn were immediately placed under 
guard. 


Watches Concealed in Rabbit Skins 
Seized by Customs Officials 


Customs agents seized Swiss watch 
movements worth at least $100,000 in a 
raid Oct. 25 on the offices of the Samuel 
Glick Trading Corporation at 305 W. 
26th St., New York. Two men were ar- 
rested, charged with smuggling. 

The watch movements were concealed 
in bales of imported rabbit skins—twenty- 
two such bales and each contained a 
carton filled with the Swiss movements. 

The customs agents had been watch- 
ing the shipment since its arrival from 
Antwerp aboard the steamship Black Gull 
of the Black Diamond Line, which docked 
at Weehawken. 

On the pier Oct. 23 a customs agent 
opened one of the bales of skins, found 
a carton containing 1000 Swiss watch 
movements therein, and carefully sealed 
the bale again. Then the agents waited 
until the bales were claimed Oct. 25 and 
driven to the Glick Trading Corporation, 
to which they had been billed. 

The two men arrested are Henry Sacks 
and Richard Bieshuns. Bieshuns, accord- 
ing to the Government officials, was but 
recently released from the Federal peni- 
tentiary in Atlanta where he served a 
term of a year and a day for smuggling 
Swiss watch movements into this country. 

The Government authorities said that 
the shipment seized today was the fifth 
such shipment that has been smuggled in. 

This is the usual Christmas shipment 
of Swiss movements which, when made 
up into watch cases, retail from $10 to 
$15 each, the agents said. 
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Garland Diamond Rings 


The Gift Supreme 


A few of our new 1932 


creations. 


ae 





Send for them today 
WwW 





When you sell a Gariand Ring 


you have a satisfied customer. 





No. 228/8 Ea. $50.00 No. 230/6 Ea. $75.00 
18 K White Gold, fine 18K White Gold, fine 
pure white A diamonds pure white A diamonds 
-15 cts. 2 diamonds 22 cts. Four dia- 
in shank. monds in shank. 





No. 232/17 Ea. $100.00 No. 235/2 Ea. $150.00 

18K White Gold, fine 18K White Gold, 

pure white A diamonds modernistic design, fine 

.27 cts Six diamonds pure white A diamonds 

in shank. 35 cts. 6 diamonds 
in shank. 







CEI Sw 
PE Aa 
pate Sena 





= 
hic Sica Cdeweteecuacnas ...-Set $150.00 
18K White Gold set with fine blue white A dia- 
monds total weight .40 cts. 
. 2S errr ee $ 33.00 
ee a errr ee , 117.00 


REASONS why you should 
feature Garland diamond 
rings: 


1—They are blue white, perfect 
and set in modern up-to-date 
mountings. 


2—They are standardized as to 


color, weight, price and 


quality. 


3—They are the utmost in dia- 
mond ring values—and most 
important of all they sat- 


isfy. 


COMPARE Garland diamond 
rings and convince yourself as 
to their value—a memorandum 
selection will be cheerfully 


submitted if desired. 


ONE HUNDRED 
styles to choose from, ranging 
in prices from $25.00 to $500.00 
(Keystone). 


different 


REMEMBER Garland diamond 
rings are Blue White and per- 
fect and fully guaranteed. 


Here are a few of the popular priced new Signet and stone set 
rings—which have created quite a sensation. 





No. 689. $13.20 No. 513. $10.75 
10K Yellow Gold Synthetic Ruby. 
Carved Shank 10K Yellow Gold 

Sizes 8 to 12. Mounting 
White Gold Bezel 


No. 549. $8.85 No. 574 $14.00 
Genuine Chinese Genuine Diamond. 

Jade. Genuine Sun Ray 
10K Green Gold Cut Crystal 10K 


White Gold Pierced 


Pierced Mounting. 
7 Mounting. 


Sizes 4 to 7 


For a complete range, see the 1933 BLUE BOOK. 
ORDER BY MAIL TODAY. 


NOW 


The “1933 BLUE BOOK” is out, if you have not received 
your copy, send for it today. 


Customers demand Service 


and the BLUE BOOK will help you give it. 


THE BALL COMPANY 


58 E. Washington Street 


Chicago, Illinois 
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Selected Gifts for 








Ui 





QUATRE 





This Cheri Model kitchen clock sug- 

gested by the Waterbury Clock Co., 

Waterbury, Conn., will make a prac- 

tical present for any household. It has 

a stamped metal case, green with ivory 

striping; sweep second hand, 110 volts, 
25, 50 or 60 cycle. 





This attractive Gorham sterling con- 

tainer will please the discriminating 

hostess and add distinction to her 
dinner table. 


Sterling Xmas bells are most appro- 

priate for Christmas sales. They ring 

of happy times and good cheer. They 

are from Currier & Roby, 217 E. 38th 
St., New York. 


HMM 





Early selection of want- 
able items to be sold for 
Christmas gifts increases 
your selling opportunities 
during the buying period 
of the holidays. 





This electric clock with 
mahogany finished _—_ case 
makes an ideal Christmas 
gift. It can be had with 


or without alarm. It is a 

product of the General 

Electric Co., Bridgeport, 
Conn. 





Six individual salad forks, or pastry 
forks, in the Noblesse design of Com- 
munity Plate—guaranteed for 50 years 
—and packed in attractive suede gift 
box make a pleasing Xmas gift. 


NM 





When Friend Husband is looking for 
a Christmas gift for wife or daughter 
this 14K gold clip brooch will solve 
his problem. It is a product of Carter, 
Gough & Co., Newark, N. J. 





“The Oasis” two quart silver pitcher 

with freehand cut crystal goblets. The 

pitcher is hand engraved to match the 

cactus pattern etched on the glasses. 

The set comes packed in a gift box 

and is offered by the Benedict Mfg. 
Co., East Syracuse, N. Y. 


MS 


Here is one of the newest and most 
appealing juvenile sets of the year. 
“I go here,” says the spoon, and tots 
are fascinated and taught at the same 
time. This set from the Holmes & 
Edwards Silver Co., Meriden, Conn., 
will win votes from the children. 


I 
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Christmas Selling 
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This self-starting synchronous motor 

clock will attract attention in any 

home. The genuine walnut case has 

a beautiful inlaid design. The E. 

Ingraham Co., Bristol, Conn., offers 
this clock. 

















A modernistic electric boudoir clock 
in a combination of black and nickel 
effects. This clock operates only on 
a 60 cycle alternating current. Made 
by the Lux Clock Mfg. Co., Inc., 
Waterbury, Conn. 

















This dainty wrist watch will delight 
the heart of every woman. It is 20/0 
size with a 15 jewel movement in a 
14 karat white gold filled case and 
gold filled band. It is a product of the 
Elgin National Watch Co., Elgin, Ill. 
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* ratchet buckle, so decidedly individual 
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This black opal inlaid in black onyx is 

a delightful new Christmas ring sure 

to please the recipient. The opal is 

mounted in 14K white gold by M. B. 

Bryant & Co., 136 W. 52nd St., New 
York. 





Here is the Cloister upright mantel 

clock, in Gothic design, with hour and 

quarter hour strike. It has a self- 

starting Westinghouse motor. The 

New Haven Clock Co., New Haven, 

Conn., suggests this clock as a Christ- 
mas gift. 





A selection from a rich line of Bac- 

caret stemware of crystal lead glass 

cased in blue glass. The punties are 

cut through the blue surface with a 

fascinating effect. It is truly a Christ- 

mas line. Paul A. Straub & Co., 105 
glassware. 


This delightful ring was recently cre- 
ated by the Jabel Ring Mfg. Co., New- 
ark, N. J. It is available in platinum 
or white gold. Note the tasteful sim- 
plicity of the modern setting. 


This men’s luck bracelet with the 


and modern, is a product of the 
Gemex Co., Newark, N. J. It is avail- 
able in chromium plate or corona gold 
encased (white, green or natural.) 





A Ronson cigarette case and lighter 

like this one will make every smoker 

smile on Christmas morning. It is a 

product of the Art Metal Works, Inc., 
Newark, N. J. 












Selected Gifts for 
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When Christmas comes this electric 
clock will be appreciated in any 
household. It has a six inch metal 
dial with raised numerals, West- 
minster chime movement and is cased 
in mahogany or walnut. A _ product 


of the Sessions Clock Co., Forestville, 
Conn. 





This dainty pendant with genuine sun 

ray crystal and a four point diamond 

is part of a striking new ensemble 

by the Stern Mfg. Co., 401 Mulberry 
St., Newark, N. J. 





Here are answers to 
the ever perplexing 
Problem— 

“What can | give for 


Christmas?” 





Now we have the new Bulova 

“Trident” wrist watch named after a 

nation-wide contest in which $10,000 
in prizes were awarded. 


Cee 


Foot-ball, basket-ball and volley-ball 

emblem charms made in gold and 

silver. Any young athlete would have 

a happy Christmas with a gift of this 

kind. Tepp & Hoffman, Newark, 
N. J., are the makers. 


The man of affairs will welcome this 
combination pen and pencil manu- 
factured by William S. Hicks’ Sons of 
Newark, N. J. This attractive model 
may be had in gold, silver and plate. 
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Here’s something that Junior and his 
Sister will want to give Dad or Big 
Brother. It’s the famous Larter 
cushion back collar button—com- 
fortable—sanitary—not apt to roll— 
fits the neck. Made in 14K, 10K and 
plate by Larter & Sons, Newark, N. J. 





Here is a Christmas gift sure to 
please. It is from the Illinois Watch 
Co., Springfield, Il 





A very attractive electric clock 

modernistic in design—with a case 

finished in black, contrasted with 

chrome trimmings. Priced to have 

an appeal to many customers. Made 

by General Electric Co., Bridgeport, 
Conn. 





Because of the popularity of “Her 

Majesty” pattern in 1847 Rogers Bros. 

Silverplate, this new five-piece set has 
been placed on the market. 
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Christmas Selling 
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These famous character cameos fur- 

nished by S. Nathan & Co., Inc., 71 

Nassau St., New York, are now being 

shown by prominent ring manufactur- 
ers for Xmas sale. 





As a practical Christmas gift the Chek 

Gard will appeal to many. It is about 

the size of a small pocket knife and 

can be attached to a watch chain or 

carried in a purse. It is made by the 

Fran Shel Corp., 19 E. 47th St., New 
York. 

















The discriminating hostess will be 
charmed with this three-piece tea set. 
It is the new Guild pattern presented 
by Wm. Rogers & Son (International 
Silver Co.), Meriden, Conn. 
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Study the many items illus- 
trated on these pages as 
possible merchandise to 
attract Christmas trade to 
your stor A carefully 
selected stock adds pleas- 
ure to shopping and in- 
creases Sales opportunities 
Now is the time to plan 
for holiday business and an 
attractive stock well dis- 
played is of major impor- 
tance 





New line of Crystal Stemware of ele- 
gant lines and artistic decorative 
motif, known as the “Riviera.” Made 
by the Corning Glass Works (Steuben 
Division) Corning, N. Y. 
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This double row diamond circlet will 

make a big hit with the recipient. The 

gems are set in 18K white gold by 

]. R. Wood & Sons, Inc., 1325 Atlantic 
Ave., Brooklyn. 





This Omega water-watch is proof 

against submersion. For yachting, 

swimming or indulging in other sports 

it is a perfect time-keeping compan- 

ion. Offered by the John R. Wood 

Sales Corporation, Brooklyn, New 
York. 





A beautiful piece of cut glass crafts- 

manship. The geometrical cutting 

shows up in vivid contrast to the rock 

crystal engraving of the floral motif. 

This plate is made by T. G. Hawkes & 
Co., Corning, N. Y. 
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- Fashion Offers Her Hand — 
Co-operate..GRASP IT for Real Profits ! 


NOW—-nmore than ever, the mode plays into our hands. Rings are in 
fashion. Hundreds of thousands of consumers will buy Rings for wear 
with fall and winter costumes and for gifts. The stage is set for big busi- 
ness in Rings and we are ready to put into the hands of retail distributors 
powerful weapons for a most successful selling campaign. 


Your co-operation is needed. Make a real effort to promote the sale of 
Rings, particularly during November 14-19 inclusive. The promotional 
seed sown during these days should bring a gratifying harvest of profits 
extending through the Christmas holidays. 


Every retailer naturally wants to know how he can tie up with such a 
powerful promotional movement. We have prepared and will sell at cost or 
less than cost, a variety of plans and sales helps for the merchandising, ad- 
vertising and display of Rings by stores of various types and sizes. Included 
are beautiful display cards . . color sketches of new and effective window 
displays . . suggestive layouts and copy for inexpensive newspaper adver- 
tisements . . instructions on tying up Ring promotion with the present 
trend of fashion . . advertising suggestions and a large fashion chart by 
Jane Ellis, a well-known fashion authority. 


To the Retail Distributor — 


To help you sell Rings we have prepared an assortment of sales helps 
including: 
Two effective window display cards, 814” x 11”. 
Six display mounts (additional mounts, $2.50 per gross). 
Special suggestions and color sketches for Ring displays. 
Suggestions for moving your present stock of Rings. 
Statements showing the current fashion-correctness of Rings. 
Suggested layouts and copy for newspaper advertisements. 
Jewelry fashion chart showing fabrics, colors and color combinations, neck 


and sleeve lines, dress ornament jewelry types, colors and materials for 
street, general, sports, afternoon and evening wear. 


OR PPPS 


New England Manufacturing Jewelers’ 
& Silversmiths’ Association 
Biltmore Hotel 
PROVIDENCE, R. I. 


Fror this plan, complete— 
Send One Dollar to 


“ay 


Please send all the helps for Nation-wide Ring Promotion. 
$1.00 herewith. 
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Why the Diamond Market Is Sound 


Consulting Engineer of DeBeers Consolidated Mines Tells 
How Diamond Production Is Controlled 


Cuicaco, Oct. 14.—As a result of the meeting be- 
tween H. T. Dickinson, consulting engineer of the De- 
Beers Consolidated Mines, Ltd., and sthe diamond di- 
vision of the Chicago Jewelers’ Associatién’s Century of 
Progress Committee, some interesting information in re- 
gard to the diamond situation that will benefit the jewelry 
trade at large has been broadcast in the local papers and 
even syndicated to those in other cities. 

Mr. Dickinson met with the Chicago Jewelers’ Associ- 
ation’s Committee, Tuesday, Oct. 4, at which meeting 
Guy V. Dickinson, of the Elgin National Watch Co. (no 
relation to the engineer), presided. “There were ad- 
dresses by representatives of the Century of Progress Ex- 
hibition and of the Museum of Science and Industry, as 
well as by Engineer Dickinson. Mr. Dickinson discussed 
the proposed diamond exhibit at the fair next year, indi- 
cating what the DeBeers people might do. Among 
others present were R. C. Richardson, representing the 
carbon and bortz industry. 

Mr. Dickinson told the jewelers something about the 
situation in the diamond trade as a result of the closing 
down of the DeBeers Mines and this was broadcast in a 
more amplified form later in some of the local papers. 
In a public interview published today Mr. Dickinson 
stressed the point that despite the continued diamond 
mining production until March, 1932, the value of dia- 
monds had depreciated less than almost any other world 
commodity except gold. He said in part: 

“Since March every diamond mine in the world has 
remained closed, and, therefore, no new supply of ‘rough’ 
is becoming available. Furthermore, while the Diamond 
Corporation, sole selling agent for all principal producers 
and world controller of diamond prices, constantly main- 
tains a considerable supply of ‘rough,’ ‘sights’ are offered 
only to approved buyers under rigorous restrictions. 
“Even in normal times,” continued Mr. Dickinson, 
‘sights’ are offered only on certain days in the week, and 
take-it-or-leave-it salesmanship only is employed. 

“Because of the depression, ‘sights’ were withheld for 
the entire period June 15 to Sept. 15. Because of the 
scarcity of goods created by this control of production and 


ae 


sales, advance in prices occurred. 

“For despite wars, depressions and other world devas 
tations,” Mr. Dickinson declared, “demand for diamonds 
invariably persists, but inevitably will overtake curtail 
ment of supply.” 

Mr. Dickinson, who is visiting Chicago on vacation, 
stated that further price advance could be expected, since 
the Diamond Corporation has resolved upon a policy of 
keeping supply below demand. 


New York Firm Telephones Amsterdam Order 


Placing an order in Amsterdam over the telephone is 
not an every day business transaction, but recently W. W. 
Schwab, general manager of J. R. Wood & Sons, Inc., of 
Brooklyn, N. Y., used this expedient to place with the 
Amsterdam office of the company an order for 1000 carats 
of mélée. 

During the conversation with their foreign office the 
entire Brooklyn factory was shut down to prevent any 
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Due to 
circlets 


noises interfering with the connection. large 
demand for the diamond the 
company found it necessary to replenish its large stock 
of small diamonds. 


Great Activity Reported in London Diamond Market 

Lonpon, Oct. 21.—This city has been the scene ot 
very great activity in diamonds the past two weeks and 
has been visited by large numbers of foreign cutters, some 
really important sales having been effected by the Dia- 
mond Corporation which has succeeded the Rough Dia 
mond Syndicate. 

Firms like Backes & Strauss say that diamond prices 
will appreciate still more since the prices for rough are 
now distinctly higher, and the wages paid to polishers 


double-row 





in Amsterdam and Antwerp have advanced by quite 50 
per cent. 
value of all classes of stones, is having its most noticeable 
influence on the prices of small stuff. 


The increased wage factor, while affecting the 


The increasing interest being shown in diamonds, plus 
the market scarcity, is creating a stiffening in prices all 
Especially is this so in the case of small brilliants 
and eight cuts which are enjoying a very substantial rise 
in values. ‘There is every indication of the revived in 
terest in diamonds continuing indefinitely. 


around. 


Frank C. Allen 

As THE JEWELERS’ CIRCULAR goes to press, word is 
received of the death of Frank C. Allen, one of the oldest 
and best known traveling salesmen in the jewelry indus- 
try. Mr. Allen passed away Oct. 23 at the home of his 
son, 171 Lefferts St., Brooklyn in his 85th year. 

Mr. Allen, who celebrated his 84th birthday last April, 
had spent much over half a century in the jewelry busi- 
ness and had represented some of the most prominent con- 
cerns in the manufacturing and watch importing trades, 
among them, the old house of J. Eugene Robert, A. Wit- 
nauer Co., Sansbury & Nellis, E. E. Robert, Gibson & 
Krugler and others. He retired about two years ago. 

Mr. Allen, who was a member of the Brotherhood of 
Traveling Jewelers, was known to retailers in most sec- 
tions of the country, particularly in the west. He was a 
widower and is survived by a son, Dr. Herbert Allen 
and a daughter, Mrs. Eva Knott. 

Funeral services were held Oct. 26 at the Fairchild 
Funeral Parlors in Brooklyn. 


Tariff Commission to Study Rates on Jewelry and Silver 


WasHiIncTon, D. C., Oct. 24.—President Hoover has 
called upon the United States Tariff Commission to 
make a special and hurried study of the tariff situation 
as it affects both jewelry and silverware, along with a 
number of other commodities. 

At the time this is being written the Tariff Commis- 
sion has taken no steps in the matter but it is a foregone 
conclusion that full investigations will be made in the 
near future. 





On Friday, Oct. 14, the Elgin National Watch Co. 
presented a new radio feature, the “Elgin Adventurers’ 
Club” with Floyd Gibbons as yarn spinner and chief ad- 
venturer. The program made its debut over 59 stations 
of the National Broadcasting Co. from coast to coast. 
Elgin jewelers were provided with advertising helps to 
tie in with the broadcast. 
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FOR RENT =- 


A handsomely 
equipped jewel- 
ry store with- 


out stock. 


Owner retiring, 
owns building. 
and can give a 


long lease. 


Renter must be 
a man of abil- 
ity and capital, 
also accustomed 


to fine trade. 





If you cannot comply with these requirements do not answer. 
This ad will appear in only one issue. 


H. J. HOMRICH 


P. O. Drawer 409—HUNTINGTON, W. VA. 


JANUARY Ist, 1933 


Only recognized 
jewelry store in 
this city of 75,- 
000 population. 
Govern- 
ment census fig- 
ures show over 
“half million” 
jewelry sales in 
Hunting- 
ton with aver- 
age per capita 
sales of $7.23 
which is almost 
twice the gen- 
eral average for 
the U. S. and al- 
most four times 
the average for 
this state. 








KENT 
AUTOMATIC 
GARAGES | vox 


cour OWNED AND OPERATED 
by the 
LEY GARAGE CORPORATION 






The last word in convenience 
and safety for your car 
occupies its own particular 
compartment 

offers every opportunity ° 
for storage ~by the hour, 
the day, the month, 

with or without service 
Rates #1522 monthly and 
upwards 

Expert repairs on all makes @ 
of cars.+*-+2+se- 


rent See 
KENT COLUMBUS CIRCLE 
GRAND CENTRAL 61 ST and COL. AVE SF 
44 ST near THIRD AVE. Te! COlumbus 5-0395 & 


Tel MUrray Hill 2-0460 7 Pad 
en © 














YOUR - CAR NEVER. TOUCHED -BY- HUMAN -HANDS 














In This Issue 


of the 


Jewelers’ 


Circular 


We want to call your spe- 
cial attention to the Ring 
Advertisers. Study the 
story of Nation Wide Ring 
Promotion. Make definite 
plans for concerted adver- 
tising, sales and merchan- 
dising effort on Rings dur- 
ing the week of November 


14th to 19th. 


Inventory your stock of 
Rings NOW, and _ place 
your orders for needed 
Rings with the advertisers 
in this issue. Prepare for 
a better business for— 


Rings Are in Fashion 























November, 1932 THE JEWELERS’ CIRCULAR 85 


Tarts he ZZ NEVENULVE [ acka Y, WG tr 





NO MORE DISCOLORING 


of Silverware or Silvered Products wn the stockroom, on 








the shelf, in the retail show case or in the home! 


SO) VA L@)\ 























VELVETEENS and DUVETYNS 


for Rolls, Bags, Cases, Boxes, Linings and Coverings. 
These fabrics are not only ANTI-TARNISH but also 


actually PREVENT TARNISH 


* For years Crompton Velveteen and Duvetyn Package 
Linings and Coverings have been Anti Tarnish, but, up to 
the present time, Antu-Tarnish has only meant the careful 
selection of chemicals and dye-stuffs which did not contain 


any ingredients to cause discoloration of silverware 


' ! 1 
€ Now, however, through the cooperat on and research of 


America’s foremost silversmiths, Crompton has produced a 
i t 


Tarnish Preventive Finish - “Crompton Silver-Saver 
7 4 1 t ai => ’ 
Fabrics with this finish have been specially impregnated 


: nae og 
with a chemical compound that draws the tarnishing sulphur 
fumes from the air and does not permit them to reach 


the silverware. 


& And, for the first ume, beautiful colours, may be had 





in these high quality Velveteens and Duvetyns. 


a Specafy Crompton Silver-Saver Fabncs when ordering your 
chests, boxes, cases, trays and rolls If your manufacturer 
or package maker cannot supply you, wnte us and we shall 


be glad to give you the names of those who can 





MPTON 


ie gem > ——— 


to7t SIXTH AVENUE at gist STREET 
NEW YORK, N. Y. 






Samples, Quotations or Representative upon request. 
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THE YEAR’S GREATEST SALES 
OF MATCHING STERLING PIECES 


Will Occur in the next 60 days! 




















OR over two years Sterling has been the jewelers bread and 

butter . . . and this year that still is the situation. More additions 
and matchups to flatware are made in December than any two or 
three other months together. 


Since this is the truth . . . which after all is the only thing you 
can positively bank on . . . this fill-in business should have behind 
it the major portion of your pre-holiday advertising and promotional 
effort. 









ie 
FAIRFAX 


The time to start is NOW! 


Check your records by patterns . . . advise all your past and 
present potential sterling customers of the prices now lowest in years. 
Send them latest price folders in their respective patterns. Tell them 
to enhance their tables for Thanksgiving and Christmas while the 
almost irresistible savings on sterling are still possible. 





CHANTILLY -” 
Stock your best selling patterns . . . be ready for the activity 


bound to occur. Do this before the inevitable December rush and 
the attendant detail start. 

In Gorham hollowware, too, the values are the best ever 
for example the Bon Bon and Vegetable Dishes illustrated. 





THE GORHAM COMPANY 


6 W. 48TH St., New York City 10 So. Wasasn Ave., Cuicaco 140 Geary St., San FRANCISCO 
EXECUTIVE OFFICES: PROVIDENCE, R. I. 














i 
ETRUSCAN 








No. 42626 Bon Bon Dish, Heavy Weight No. 40616 Vegetable Dish, Heavy Weight 
Diam. 54%”, Ht. 146”, $3.50 Retail Length 11”, $27.50 


——— — 





























Window display at the Black, Starr & Frost-Gorham, Inc., Store, New York 


Old Russian Background Sells Modern Silver 


Fine things are the 
logical accompaniment of a beautiful silver service in the 
home, and as window display first of all attempts to 
portray merchandise in a manner that implies its use, in 
display silver should be associated with the objects of 
beauty which naturally are used with the service. 

In this window, executed by Mrs. Polly Pettit, display 
manager of Black, Starr & Frost-Gorham, Inc., Fifth 
Ave., New York, jewelers, the aristocratic atmosphere 
of the pre-war royalist Russia is infused throughout the 
display. The silver tea set is massive, furnished with old 
ivory handles and entirely consistent in design with the 
ornate splendor of the Russian Court. 

The background hanging is a Russian priest robe ot 
dull gold and rose. The service or cake plate with the 
double eagle design is azure blue with a flower border. 
This plate is by Popoff, the famous porcelain manufac 
turer to his Imperial Highness, Nicolai 1, Czar of Russia. 
The tea cups are of the same blue and rose decoration 
by Sipiggin, also by appointment to the Czar. “wo deep 
pink roses in a slender silver vase adorn the tea tray. 

The material upon which Mrs. Pettit bases her dis- 
plays is gleaned from a variety of sources. She keeps a 
calendar file filled with promotional ideas for timely 
events. The fashion magazines she reads carefully and 
finds many articles and illustrations which some day may 
be developed into a striking window display. “The Sunday 
supplements teem with ideas also. And then, often, win- 
dows of stores in other than the jewelry business have 
some feature which, with an altogether different treat- 
ment, may be ideal for the exploitation of precious stones 
or silverware. 

Mrs. Pettit makes a point of obtaining the cooperation 
of the art galleries and the finer shops. She feels that 
no object of art or rare textile is too fine to be associated 
with fine silver or jewelry and through appropriate use of 
these things in her window displays has reached a position 
where merchants and art dealers are only too glad to have 
her use some of their best pieces as color and background 
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Magazines, the movies, posters, newspapers, 
museums, and art galleries are all sources contain- 
ing a wealth of material for the planner of window 
displays for jewelry stores. In this display by Mrs. 
Polly Pettit, display manager of Black, Starr & Frost- 
Gorham, Inc., Fifth Ave., New York Jewelers, the 
atmosphere of the Court of Nicolai |, Czar of all 
the Russias, is transported to the window as a back- 
ground for the display of a massive tea set, regal 
in design. Color and historical interest added to 
the display in this way attracts the attention of the 
passersby and leads to more sales. 


tor her windows. In every case, when merchandise is 
borrowed for display purposes, the lender is always given 
full credit through an attractive hand-lettered card. This 
creates good will and willingness on the part of these 
merchants to cooperate with the jewelry store. 

Through the window the retail merchant expresses his 
business personality. “The prospects who enter his store 
are a tiny fraction of the prospects who pass the door 
every day in the week. So the great mass of potential 
buyers of jewelry judge the store on a basis of its outward 


appearance. 


Tee most successful class 
of merchants in retail business, whose business has shown 
by far the most progressive and scientific methods in re- 
tail selling, has by no means underestimated the im- 
portance of window display. Many 
stores charge each department with between $300 and 
$500 a day for window display. While these figures are 
difficult to relate to the independent jeweler, they at least 
are an index to the value attributed to window display 


large department 


by aggressive merchants. 
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1¢ WomMeEN 
PT IN Watson Sterling 
















AND REMINDING 
THEM THAT... 


Watson Sterling is Made 
Only for Selected Jewelers 


, ‘HIS season Watson advertising strikes a new note of quality and 
distinction in the interest of Watson-mark Sterling and the selected 
jewelers who feature it. 


Pride of ownership and the social prestige of Watson Sterling are 
being stressed in a dramatic new way in House & Garden, Time, 
Harper’s Bazaar, Town and Country and House Beautiful. 


Now, as always, Watson advertising is reminding women that Watson- 
mark patterns are sold only through se/ected jewelers, thus focusing on 
your store the attention and buying interest of the best families in 
your community. Write for the Watson Handbook today. 


THE WATSON COMPANY, 10 Watson Park, Attleboro, Mass. 
NEW YORK CHICAGO LOS ANGELES 
347 Fifth Avenue 37 South Wabash Avenue 605 West 7th Street 


Meadow Smart v Old 
Rose Alden otu Tuscany Colony 


Px 
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The new electric coffee percolator 
and water kettle shown above are 
now available at attractive prices. 
Write for details Now! 
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Watson Sterling 























A Miniature Vaishnavite Temple Made of Silver 


At a distance of 100 miles from Madras, on the top 
of a big mountain, there is a Vaishnavite temple, which is 
being visited by millions of people from all parts of India. 
The people in India have enormous faith in this God 
and historically the temple is more than 5000 years old. 

Recently, when the Governor of Madras visited this 
place, the officers of the temple thought it best to present 





Silver token presented to Governor of Madras 


him with a casket being an exact reproduction of the 
temple to serve as a momento of His Excellency’s visit. 
The photograph shown herewith is the result of this idea 
and portrays in full detail the achitecture of the temple. 
Even the intricate carving work of the pillars is repro- 
duced very faithfully. The three towers and the flag 
mast are made of gold. 

The casket is nearly two feet long and is mounted on 
a highly polished jet black base made of synthetic resin. 
Incidentally, this material with its beautifully polished 
surface contrasts the silver on the top in a very exquisite 
manner. ‘The built-in drawer in the base contains the 
address that is presented to His Excellency the Governor. 

Another interesting feature of this casket is this. As 
soon as the drawer is opened, a beautiful and clear song 
is sung from the musical mechanism fitted inside the base. 


This casket was made by Messrs. Vumm‘di Ramiah 
Chetty Guruswani Chetty & Co., jewelers, Madras, 
India. 


Philadelphia Wholesalers Elect Officers 

PHILADELPHIA, Oct. 16.— The Association of Whole 
sale Jewelers of Philadelphia held a meeting on Wednes- 
day evening, Oct. 12, at the rooms of the Philadelphia 
Jewelers Club for the purpose of devising ways and means 
for improving business conditions for the retail jewelers 
in Philadelphia and suburbs and incidentally to increase 
the membership of the Jewelers Club of Philadelphia as 
a means to this end. 

It was unanimously agreed to issue a call for a mass 
meeting of the retail jewelers in the city and suburbs for 
Thursday evening, Oct. 20 at 8.30 in the Philadelphia 
Jewelers Club. After usua! business was dispensed with, 
the election of officers took place with the following re- 
sult: Merritt 
Hurlburt; secretary-treasurer, Thos. A. Fernley and di 
rectors, F. H. Chapman, Jos. B. Bechtel and L. P. White. 


President, Louis Sickles; vice-president, 
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MANCHESTER’S 


New Fast Selling Patterns 





Vogue 
Gray finish 


Southern Rose 
Repousse 


KEE EEE EE 


HEY’RE selling! Never before 
have we introduced new pat- 
terns that have struck such a re- 
sponsive chord. Let us put 
samples before you. Their full 
weight, fine finish and popular 
price will win you. We will 
also send literature showing 9 
other active sterling flatware 
patterns and a long line of ster- 
ling hollowware and novelties. 


ANCHESTER 


SILVER COMPANY 
PROVIDENCE . . RHODE ISLAND 





* 





Society Brides Choose Coronet 


Very flattering has been the response to the new CORONET, especially 
among the leading fall brides— presenting substantial proof that new, 
smart, quality Sterling ... correctly designed to the mode... always re- 


mains of first importance to hostesses and brides-to-be of discerning taste. 


ROGERS, LUNT & BOWLEN < Silversmiths - GREENFIELD, MASS 











‘Conditions Always Right Themselves” 


(From Page 35 


according to all signs the nation is entering upon a 
period of unmistakable depression of business and 
hard times.” 

The Board of Directors of the Merchants Association 
of New York on November 21, 1907 passed a set of 
resolutions to try to help straighten out matters, in which 
they said: 

“Our crops are larger—our mining, manufactur- 
ing and commercial facilities greater than ever—our 
population is larger and its consuming power greater 
and no undue accumulation of merchandise is known 
to exist—the 
will be resumed 
to accelerate the return to normal conditions by con- 
tinuing his business operations without alarm and to 
help bring the money now lying idle into active 
circulation and all will be well.” 

Why isn’t that our position today, and why should we 
not accept the same advice offered then? 





march of our natural prosperity 
let every good citizen do his best 





‘Dhere should have 


been a real panic about 1914, but the World War came 
on and this time we were spoiled by the prosperity that 
came to us as a result of the war and are now, therefore, 
really getting both, a double panic put into one. Why 





should it not be a severe one? But we will pull out as 
we have out of every one in the past 100 years. 

Ella Wheeler Wilcox, some 25 years ago, wrote a 
poem, one verse of which is known to all of us but some 
of us have perhaps forgotten it: 

“Tt is easy enough to be pleasant 

When life goes along like a song, 
But the man that’s worth while, 
Is the man that can smile, 

When everything goes dead wrong.” 

Is there a jeweler or a silverware man in the United 
States but wants to be a “man worth while’? Let us 
each and everyone take up another hole in our belt—just 
for the present—remembering all the while that 90 per 
cent of our citizens are eating three good meals per day; 
are living in homes which enjoy luxuries unkiicwn in 1893 
or 1907; that they have over 20 billion (not million) 
dollars in the savings banks; that all told we have over 
50 billion dollars on deposit and just as soon as people 
get tired watching those funds doing nothing they will 
begin to use them. 

Then the deluge of good business. For the purchasing 
power of the 120 million citizens of the United States 
is greater than that of 500 million Europeans and much 
greater than that of a billion Asiatics. 





—imi— SILVER — 


PURE SILVER 


ANODES IN ALL SIZES 
FOR THE PLATER. 
PLATE, SHEET, WIRE. 


SILVER SOLDER 


IN ALL GRADES 
FOR THE ARTS AND TRADES. 
SHEET AND WIRE ALL SIZES. 


STERLING SILVER 


Sheet, Strip, Squares, Rectangles, Circles, Ovals, Wire. A product 
combining the use of Electrolytic Silver as a base, Metallurgical 
Science, Skilled Mechanical Treatment and Modern Machinery. 


Made to suit your production needs and to give the best effects 


in Silverware, Jewelry or Novelties. 


We also make a special grade for enameling— 


Your trial orders are cordially invited. 


THE AMERICAN PLATINUM WORKS 


N. J. R. R. AVE. AT OLIVER ST. 


NEWARK, N. J. 
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Concords 
Contribution 











Five Piece 
SterlingSilver 


me oe ue BUT, We Both Make a Profit 
$i25,22 








OW many times in the past few years have you heard—‘These are 





closeouts; you can have them for a song”—‘‘We don’t make a cent 
GOS of profit on this sale, but we want to help you, etc., etc.?” 





It is our opinion that business will not recover until somebody starts 





making a profit. We further believe that your customers are beginning to demand not only weight, fine work- 
manship, reasonable price but also “NEWNESS”. 










The five piece tea set shown above has heavy weight, excellent design, fine workmanship and is “NEW” 


in every respect. It is the finest value in the silverware market today. The first sample set was produced 





just three weeks ago but already sales and reorders have passed all precedent. 





Concord Silversmiths, Inc. 


Concord, New Hampshire 









ENAMELED STERLING AND 14 KARAT GOLD 


New York Jewelers Form Emergency Committee on 
Unemployment 


The Jewelry Division of the Emergency Unemployed 
Relief Committee has now been organized in New York 
and Arthur Lorsch of Albert Lorsch & Co., has been 
chosen as chairman. The two former chairmen of the 
committee, Meyer D. Rothschild and G. H. Niemeyer 
will remain as honorary chairmen, while the vice-chair- 
men selected are: Frank Sloan of Sloan & Co., and Jacob 
Mehrlust. 

Among the captains in charge of the different divisions 
are: Reginald Reichman, diamond division; Julius Kauf- 
man, pearls; Frank Sloan, gold jewelry and mountings ; 
Ray Yard, upper retail jewelry district and H. W. Boyn- 


a. Here is the Year’s 


Members of the committee will proceed shortly to : ' 
canvas the trade for subscriptions and owing to the in- Clas C ® 
creased call for assistance it is hoped that the amount SIC igarette ase 
raised will be greater than in 1930 and 1931. Among the P ee 
first large contributors is the Jewelers 24 Karat Club, OSITIVELY the handsomest ladies’ cigarette case we 
which has voted to subscribe $1,000 to the fund. have ever seen. Solid Sterling chassis with black 
enamel finish (alcohol proof), and heavy 14 Karat 


gold stripes and shield. Inside is finished in 14 Karat 
polished gold. Fits conveniently in purse—holds 








Memorial Service for the Late Dr. George F. Kunz twelve cigarettes. A wonderful gift item for the 
Under the auspices of the New York Mineralogical coming holiday season. List, $37.20 ea. 
Club of which he was the founder, a memorial meeting . 
and service to commemorate the work of the late Dr. WATSON & BRIGGS 6. 
George F. Kunz, the eminent gem authority and vice- Successors to The Thomae Co. 
president of Tiffany & Co., who died June 29 was held 12 WATSON PARK; ATTLEBORO, MASS. 
Wednesday, Oct. 19 at the American Museum of New York Chicago Los Angeles 
Natural History, 77th St. and Central Park West. Dr. 347 Fifth Ave. 37 So. Wabash Ave. 605 West 7th St. 











Alfred C. Hawkins, president of the club, presided and 
the first speaker was Herbert P. Whitlock, curator of the 
gems of the Museum, who spoke generally on Dr. Kunz’s 
work. He was followed by Raymond C. Torrey who told 
of Dr. Kunz’s efforts in connection with the American 
Scenic and Historic Preservation Society. John Rosch 
gave some intimate details about his early associations with 
Dr. Kunz at the time the latter founded the Mineralogical 
Society in 1886 and 1887, while Dr. O’Connell of the 
City College told why Prof. Baskerville had named the 
mineral “Kunzite” in honor of him. 


Meyer D. Rothschild, president of the American Jewel- 
ers Protective Association, went into detail as to the work 
Dr. Kunz had done on precious gems, telling of the 
different volumes of which be was the author which took 
up gems from various standpoints. He also called atten- 
tion to the fact that Dr. Kunz was the only man in the 
commercial side of the gem business who had attained an 
international reputation as an expert. STERLING SILVER 











Gilman Stanton, treasurer of the club, read letters from 


old time associates of the doctor while many tributes were ; 
paid from the floor, among the speakers being Jerome L e Wed 
Alexander, representing a chemical society of Paris. 











° NEw ... . destined to achieve a = 
° . manent place among the staples in_ sterling 

The Merchandise Department of the General Electric flatware patterns. ; Its _ graceful simplicity 

° : . blends softly to individual expression in 

Co., Bridgeport, Conn., has appointed wholesale dis- table appointment. Write for your copy of 
i ' b > : 1] i a $s ; : day. 
tributors of General Electric clocks in Chicago, Milwau- ee Se ee ee 


kee, Cincinnati, Cleveland, Philadelphia, New York, . 
Pittsburgh and Boston. ‘The company has a complete Frank W. Situ, Inc., GARDNER, Mass. 


and diversified line of quality electric clocks. All ap- | ||| Si/versmiths for half a century 
pointed wholesale jewelers will carry the entire line. | 
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We have a large line of trays of this type. 
Card trays, Sugat and Creamer Set 
trays, Coffee Set trays, Full Service 
trays. All at very moderate prices. 


CURRIER & ROBY 


EXPERT SILVERSMITHS 
217 E. 38th Street NEW YORK 
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PROMPT DELIVERY 
—in Good Condition— 





Long a feature of 


RAILWAY EXPRESS SERVICE 


F OR over ninety years, the old re- 
liable “Express” has handled valu- 
able and fragile merchandise. 


Today, as before, it has a well- 
equipped organization to give these 
shipments the special care and atten- 
tion they require. 





Your customers expect prompt 
delivery in good condition. You can 
best meet that demand by using 


RAILWAY EXPRESS SERVICE. 


RAILWAY EXPRESS AGENCY 


INCORPORATED 








CIRCULAR 





most 


homes— 


LA merica’s 


distinguished 


The name CANDO has been associ- 
ated with fine silver since 1865. Its 
safety and efficiency in maintaining 
the lustre and beauty of cherished 
articles of gold, silver and plated 
ware is universally known. Its many 
uses about the house, car and shop 
make Cando a steady seller to your 
very best customers. 


Write for samples and trade prices 
—today. 


THE CANDO CORPORATION 


Established 1865 


CAMBRIDGE, MASSACHUSETTS 
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LANE 







NEW YORK 


A Book of Best Sellers 


There are no “‘also rans’’ or “‘has beens”’ 


J. W. Johnson Catalog 


Up-to-date merchandise at competitive 
prices—including the Community and 
1847 Rogers special set offers for Nov- 


J. W. JOHNSON 


14 MAIDEN ILVERWARE 1 W. 47th 
INCE 1869 STREET 


















Jewelry Sales in the First Half of 1932 
(From page 71) 


Collection Percentages 

The open account collection percentage of jewelry stores for 
January-June, 1931, was 31 per cent, and for the correspond- 
ing period in 1932, 26.7 per cent. 

The average length of time the open accounts receivable of 
jewelry stores were outstanding was 97 days for the first six 
months of 1931 and 112 days for the same period in 1932. 

The installment account collection percentage for jewelry 
stores for January-June, 1931, was 12.8 per cent and for the 
corresponding period in 1932, 11.3 per cent. 

The average length of time the installment accounts receiv- 
able were outstanding was 234 days (7 months, 24 days) for 
the first six months of 1931 and 265 days (8 months, 25 days) 
for the same period in 1932. 


PER CENT COLLECTED MONTHLY ON CREDIT ACCOUNTS OF 
JEWELRY STORES, GROUPED ACCORDING TO TOTAL 
VOLUME OF SALES, JANUARY TO JUNE, 1931 AND 1932 








Simple average of percentages (sum of percent- 
ages divided by number of stores). 

















Annual sales volume Open credit Installment 
Stores} 1931 1932 | Stores| 1931 1932 
Less than $50,000......... 4 22.3 19.3 3 15.3 | 11.7 
$*9,000 to $99,999........ 3 21.6 17.8 5 12.9 | 12.0 
$10 ',000 to $249,999...... 8 36.4 32.0 7 11.7 | 10.7 
$25),000 to $499,999...... 4 33.8 | SR See eee 
$50),000 and over......... 3 yd ee” | pee See eee 
Mb ateres...... 5... -| 25 31.0 26.7 15 12.8 | 11.3 




















“Star Boarders” That Eat Up the Profits 
(From page 41) 


his shoulders they were so broad. I could see that the 
smaller fellow was thinking all the while he was wrest- 
ling, and I knew that if he cotld hang on long enough 
he would catch this larger fellow off his balance, and 
then would be his chance to put his shoulders to the mat. 
That is exactly what happened. It seemed almost in 
the twinkling of an-eye, down the big fellow went, his 
shoulders were squarely on the mat, and his much smaller 
opponent had won. If, the jeweler will use his head and 
think like the light-weight wrestler did he will catch old 
man depression off balance and down he will go. I 
learned from this wrestling match that everything does 
-not depend on physical strength, but that a man must 
think, and he must think and act fast sometimes. 

The story is told of Guy Empy, and you remember 
in his book “Over the Top” how his company was 
ordered at a certain time to go over the top. After he 
had gone over he became terribly frightened and ran 
away from the battle toward the trenches in the rear. As 
he was running he commenced to think of his “buddies” 
out there in front doing his fighting. He came to a 
standstill. He decided he would return and help his 
friends fight the battle. His knees shook so that he 
could hardly stand up, so he looked down at his knees 
and said, “Shake if you will, but if you knew where I 
am going to take you, you would shake worse than that.” 

So the jeweler today must look at his business and 
say, “Shake if you will, but if you knew where I am 
going to take you, you would shake worse than that.” 

There is an old Spanish proverb which says, “In the 
days of prosperity be joyful, but in the time of adversity 
consider.” It remains for every jeweler to consider his 
business today as never before. 
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Saint Tropez design 
Champagne 
Goblet and Plate 
with frosted decora- 
tions. 


Riviera design Goblet 
and Sherbet Glass with 


engraved decoration. 


Glass, 





PROTECT YOUR 


GLASSWARE PROFITS 


WITH STEUBEN 


Fresh designs, attractive prices, national advertis- 
ing, give you your chance to make money on glass 


ONG known for its exquisite quality and 

delicate styling, the Steuben Crystal 

line now offers you an unusual opportunity to 

make your highly competitive glassware de- 
partment show a real profit. 


New designs created by a noted artist 
increase the public demand for Steuben 
Crystal. Exclusive with Steuben hand-blown 
crystal, these designs cannot be duplicated 
in mould-blown or pressed glassware. 


Steuben Crystal now sells at prices within 
the reach of millions. And the volume sales 
it brings you are profit sales as well. For, 
though Steuben prices have been cut sharply, 
your profit margins have been protected. 

Further impetus to Steuben sales is given 
by a full-page national advertising campaign 
now appearing in leading magazines. 


When in New York, see this brilliant Steuben 
line now on permanent display at 501 Fifth 
Avenue, New York City. Steuben Division, 
Corning Glass Works, Corning, New York. 





crystal 
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Waterford Glass 





Crane 
Made with the WEDDING PAPERS 
same skill as 
used by its 
creators (our 
forebears). and 
with the same 
fine family 


For the invitations and announcements, Crane offers 
Kid Finish, soft and velvety, in Naturel, a new warm 
white shade—in four different sizes: Westminster, 
Jor house and church weddings; Royalty, a new size 
for socially important weddings; Park Avenue, the 


enclosing envelopes taking the sheets without folding; 


traditions 
carefully pre- 
served. There 
is character in 
each piece. 





and Puritan, the same size sheet as Park Avenue but 
folded into smaller envelopes. For the wedding in- 
formals, Crane’s new Parchmont, which has the feel- 
ing of highly finished doe skin, ts correct and much 


in vogue. 
CRANES FINE PAPERS 


MADE IN DALTON, MASSACHUSETTS 


NEW YORK SALES OFFICE, ONE PARK AVENUE 








“Moah..pamao. cxscihons of 
Peaudipud compacks...present 


tHe TERRI-DEB 


Offer your customers the genuine article. 
Convince them that HAWKES CRYSTAL 
of today will be treasured heirlooms of 
tomorrow. 


Householders are looking for QUALITY 
more than ever. 


The profits are larger and the business 
more satisfactory. 


T. G. HAWKES & CO. 


Makers of Rock Crystal Glassware for 
van Anne Over Half a Century 


542 Fifth Avenue 
Pacific Coast Offi 
Ss. Semae's= ~~ CORNING, N. Y. 


VANITY 


COMPLETE / 








| @NATURAL 


COSMETICS CORPORATION 
320 FIFTH AVENUB, NEW YORK CITY 





























This new and unusual compact, 
bearing the nationally adver- 
tised Terri name, offers a 
unique sales appeal—it is 
priced so low that women will 
want it for themselves, and 
looks so costly that your cus- 
tomers will be proud to present 
it as a gift. 


Here, in the Terri-Deb Vanity 
Complete is every accessory to 
beauty, literally at a woman's 
fingertips. Neat, efficient, 
smart, compactness—in green 


- and silver. combination, black 


and silver, red and silver and 
black and gold. 


—Rhodium Plate—also sterling 
silver. Hand Brocaded—and 
hand engine turned. 


STANDARD REFILLS. 








Events of the 
Month in the 
Jewelry Trade 
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Urge Tax Be Collected from Tourists 


Jewelers Tax Committee and Other Associations Ask Revenue 
Department to Enforce Section 622 of the Tax Law 
to Prevent Unfair Competition 


WasHINGTON, D. C., Oct. 24.—To mini- 
mize the unfair competition with foreign 
dealers that the American jeweler has 
suffered since the imposition of the 10 
per cent tax, members of the trade un- 
der the auspices of the Special Committee 
on Taxation, and backed by many of the 
leading organizations are making a 
strong plea to have the Treasury Depart- 
ment impose at once the extra 10 per 
cent sales tax on all jewelry imported by 
tourists for their own use. To this end 
they have asked the secretary of the 
Treasury to strictly enforce Section 622 
of the present tax law, which provides 
that one who imports or manufactures a 
taxable article for his own use shall be 
liable for the tax in the same manner as 
if such article were sold by him. 

Request has been made to the Treasury 
Department that the customs inspectors 
report such articles for taxation not only 
when they are dutiable but when the 
amount comes within the $100 exemp- 
tion clause of the Tariff Act; also that 
the tax be applied to all taxable articles 
imported for use since the operation of 
the law June 21. While this request ap- 
plies to all articles imported, it is par- 
ticularly desirable that Section 622 be en- 
forced along the cities of the border of 
Mexico and Canada wherein the jewelers 
are subject to the competition from the 
dealers across the boundary line who sell 
to American tourists. 

It is reported it is not an uncommon 
custom for several people to run across 
the boundary line in an automobile, make 
their purchases in Canada and on return- 
ing, lump their exemptions under the 
tariff law, sometimes bringing in articles 
worth $400 or $500 duty free. It is these 
articles, exempt from duty, on which it 
is sought that the 10 per cent tax be 
levied as well as on such other articles 
as.naturally pay the duty. 

A memorandum on the subject has been 
filed with the Secretary of the Treasury 
on behalf of the Special Committee on 
Taxation of the jewelry industry by G. 
H. Niemeyer, chairman, while a strong 
letter urging enforcement of Section 622 
was sent Oct. 13 to R. M. Estes, Deputy 
Commissioner of the Internal Revenue 
by Meyer D. Rothschild, president of the 
American Jewelers Protective Association 
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which works with the government in en- 
forcement of the custom laws. 

A letter from the American National 
Retail Jewelers Association signed by the 
secretary, Oct. 12, made a direct plea to 
Hon. Ogden L. Mills, Secretary of the 
Treasury, for the proper enforcement of 
Section 622. After explaining the situa- 
tion in general, the letter continues: 

“This situation, we believe, should be 
remedied, and it is our request that pur- 
chases made as set forth above, and par- 
ticularly in contiguous territory, bear the 
10 per cent tax when they are declared at 
the border, and we further ask that col- 
lection be made on such purchases as 
have been imported since June 21, 1932. 
We feel that this is a just request and 
we ask that you give it your careful con- 
sideration. 

“Frankly, Mr. Mills, the jewelry busi- 
ness of the country is in a serious situa- 
tion—it has taken a tremendous loss 
during the past three years, and the final 
blow was the passage of the 10 per cent 
tax. 

“In making this request for careful 
consideration of this suggestion, we are 
bearing in mind the needs of the Govern- 
ment in these troublesome times, but we 
also’ must keep before us not the wants, 
but the actual necessities of the jewelry 
business, and we do not want to see any 
more failures, if they possibly can be 
averted.” 

President MeNeil of the A.N.R.J.A. 
sent copies of the letter to the various 
state associations suggesting the associa- 
tion and members to take the matter up 
with the Treasury Department and urge 
the officials to do something to curb the 
evil. As a result, a large number of let- 
ters have been received on the subject. 


Jewelers’ Reconstruction Corporation 
Formed at Chicago 


Cuicaco, Oct. 20.—The Jewelers’ Re- 
construction Corporation which has just 
been incorporated under the Illinois laws 
is a radical but probably necessary step 
to meet the situation that has grown up 
in the trade the last year or so. This is 
an organization incorporated in the in- 
terest of the industry and not for profit 
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and is intended to furnish business 
counsel, credit information and financial 
aid to people in the jewelry business, as 
well as to engage in research work and 
investigation. 

Its immediate purpose, however, is to 
provide relief for embarrassed retail 
jewelers who wish to pay all their in- 
debtedness 100 per cent but require suffi- 
cient time to realize on frozen assets and 
stagnant earning power. To some extent 
it will work along the lines of the former 
Adjustment Committee of the National 
Jewelers Board of Trade which has 
ceased to function. 

The organization is the outgrowth of a 
meeting early in September, at which 
Major James T. Montgomery of M. A, 
Mead & Co., called together the leading 
wholesalers and manufacturers in the 
Chicago district to consider the various 
phases of the difficulties confronting the 
retail jeweler. All present at this meet- 
ing realized that if the industry was to 
continue in a prosperous condition, retail 
outlets must be kept open. It was seen 
that if jewelry stores were allowed to be 
closed through no fault of their own it 
would entail serious credit loss on the in- 
dustry and that something should be done 
to keep these proper channels from being 
wiped out by reason of temporary finan- 
cial trouble. 

From this meeting emerged the Jewel- 
ere Reconstruction Corporation which has 
selected the following: President, Earle 
E. Marshall of C. & E. Marshall Co.; 
vice-president, Sydney T. Ball, of The 
Ball Co.; secretary, Arthur E. Man- 
heimer, of the Manheimer Watch Co.; 
treasurer, Richard B. Dehnert, of the 
Stein & Ellbogen Co. Beside President 
Marshall and Vice-président Ball, the 
directors are: J. T. Montgomery, of M. 
A. Mead & Co., John C. Peterson, of the 
International Silver Co., and Frank Mil- 
hening, of the J. Milhening Co. 

Permanent offices have been opened on 
the 12th floor of the Garland building, 58 
E. Washington St., and Guy E. Juchem 
has been engaged as managing director. 
It is said the work of the corporation will 
necessarily be national in character and 
it is expected to have the united coopera- 
tion of the leading houses in the industry 
throughout the country. 





Prices of Silver Bars 


7.& 
Government New 
London Assay Sell- York 


Date Official ing Price Official 
Oe ticéecukin 174 29% 27% 
ee eer ere 17% 29% 27% 
GO EO a case ade 17} 29% 27% 
Gi Oe eannwues 18 29% 27% 
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43-47 West 23rd St., ~ - New York City 





The Patrpoint Corporation, mew Bevtor, Mass. 


NEWCASTLE PATTERN 


SILVERPLATE of QUALITY is always in demand, especially the Old English reproductions. Our Newcastle 
pattern features the Gadroon Border, which came into fashion in England at the end of the Seventeenth Century. 
This pattern has beauty, simplicity and quality at a moderate price. 


ee 


150 Post St., 7 - - San Francisco 








Write Now for Prices. 








































JEWELERS!—These famous 
Pavelco Tomato Juice Glasses are now only 
$3.60 per doz. wholesale. 

Send for our latest illustrated catalog. 


F. PAVEL & CO. 


15 West 37th Street 
New York, N. Y. 


Representatives 
J. W. Bakster, Inc., Suite 1511, Merchandise Mart, Chicago, III. 
Turner Artwares, 437 So. Kenmore Ave., Los Angeles, Cal. 
E. Wanda Baker, Room 545, 225 Fifth Ave., New York City 

















Personal Contact Agency 
COLLECTIONS — INVESTIGATIONS 


When your credit customers move away to 
4. New York City or vicinity, let me make & 
@ your collections for you. Eliminate court @ 


w expenses, secure satisfactory results. oa 


Long experience . . . . Excellent references. 


MILTON KRAMER 


26 COURT ST. BROOKLYN, N. Y. 




















SS SY 


LEARN ENGRAVING 


Learn how to lay out attractive monograms and 
how to engrave them, how to do celluloid en- 
graving and filling in engraving. Wm. Kassel’s 
“Short Course in Engraving for Jewelers’ tells 
you how. 

It also gives full instructions for Making Wax 
Colors, “Tinting,” Raised Gold and Silver Let- 
ters on Celluloid, The Care and Sharpening of 
Gravers, etc., etc. Interesting, instructive, illus- 
trated. Order a copy of this valuable booklet 
today. Send fifty cents to— 
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239 West 39th Street New York, N. Y. 








































Vanity Cases Declared Jewelry 


Eastern Manufacturers Win Fight Against Ruling Taxing These Products 
Under the Cosmetic Schedule 


PROVIDENCE, Oct. 20.—A decided vic- 
tory has been won by the New England 
Manufacturing Jewelers’ & Silversmiths 
Association in the fight which they have 
waged on behalf of the vanity case man- 
ufacturers to keep their Products from 
being classified as containers for cos- 
metics under Section 619 of the Revenue 
Act. The organization, with the coopera- 
tion of Congressman J. W. Martin, Jr., 
has obtained from the Commissioner of 
Internal Revenue a favorable decision of 
its contention, announcing that these 
articles will be taxed 10 per cent under 
the jewelry paragraph when made of, 
ornamented or fitted with, precious metals 
or imitations. 

The importance of this lies in the fact 
that when taxed under the jewelry para- 
graph only such articles are taxable as 
are sold for $3 or more, whereas under 
Section 619 no exemption to the cheaper 
articles could be given. 

In this fight the Providence and Attle- 
boro manufacturers have overthrown the 
ruling issued by the Revenue Bureau, 
Sept. 6, which classified the vanity cases 
as coming under the cosmetic section 
when containing a very small cake of 
rouge valued at approximately one cent. 

Two delegations, both headed by Con- 
gressman Martin and representative of 
the Association, visited the officials of the 
Internal Revenue Department and As- 
sistant Secretary of the Treasury Doug- 
las, filing extensive briefs outlining their 
objections to rulings, accompanied by ex- 
hibits. 

A letter just received under date of 
Oct. 19 from Assistant Secretary . Doug- 
las, has just been made public by Ed- 
ward O. Otis, Jr., executive secretary of 
the N. E. M. J. & S. Association which 
apparently settles the question to the sat- 
isfaction of the jewelers and reads: 


"Reference is made to the recent visit of 
yourself and associates to this department dur- 
ing which there was discussed the question of 
the application, to certain cigarette and vanity 
cases submitted by you, of the tax imposed by 
Section 603 of Title IV of the Revenue Act of 
1932 upon cosmetics. Section 619 of the same 
Act provides that ‘In determining, for the pur- 
poses of this title, the price for which ar ar- 
ticle is sold, there shall be included any charge 
of coverings and containers of whatever na- 


ee < & > 

“Each of the cigarette and vanity cases sub- 
mitted by you was of considerable value, the 
manufacturer’s price being, it is understood. 
approximately $7 per dozen and up. Most of 
the cases contain a small metal plate with a 
coating of rouge. Some of the articles have 
receptacles for face powder. 

‘This Department has held the cigarette and 
vanity cases to be statutory containers of the 
rouge or other cosmetic contained therein. 

“Upon further consideration it has been con- 
cluded that such application of Section 619 was 
not intended by Congress. The present view of 
the department is that a nontaxable article is 
not necessarily a statutory container because 
there has been placed therein taxable material 
of comparatively negligible value, constituting 
no real part of the consideration for the pur- 
chase price. 

‘In view of the insignificant value of the 
cosmetic in comparison with the value of the 
Cigarette and vanity cases submitted by you, it 
seems clear that such cases form the only real 
consideration for the price paid by purchasers 
and that the cosmetic is included not hecause 
it adds any substantial element of value. but 
rather to display or set-off the cases. There- 
fore, the said cases are not containers for the 
Cosmetics within the meaning of Section 619. 


THE JEWELERS’ CIRCULAR 
for November, 1932 





“Accordingly, a person who purchased cos- 
metics and places them in such articles is not 
deemed a manufacturer or producer or cos- 
metics, and the tax under Section 603 is im- 
posed upon the sale of the cosmetics to him 
and not upon the sales of the assembly by 
him. A person who manufactures cosmetics 
and places them in such articles for sale may 
compute the tax on the price of the cosmetics 
alone if billed to the purchaser as a separate 
item. 

‘However, if the cosmetic inserted in a com- 
pact, vanity case or similar container is sub- 
stantial in amount and the fair manufactur- 
ers’ selling price of a like amount of cosmetic 
bears a substantial relation to the sale price 
of the completed assembly, it is held that the 
principal thing sold is the cosmetic, and the 
tax under Section 603 applies to the amount 
for which both the cosmetic and the container 
are sold. 

“If in any instance doubt exists as to the 
application of the general rule laid down here- 
in to any particular article, the article may be 
submitted to the Commissioner of Internal Rev- 
enue for specific ruling..” 


Some Interesting Tax Rulings Sent to 
the Collector at Providence 


PROVIDENCE, Oct. 15.—Some very in- 
teresting rulings in connection with the 
jewelry tax were contained in a letter 
recently sent to a prominent retail jewelry 
firm of this city by Frank A. Page, In- 
ternal Revenue Collector, here. These 
were brought about by a number of in- 
quiries submitted by the president of 
the jewelry concern to Mr. Page, which 
were transmitted by him to the Bureau 
of Internal Revenue at Washington for 
further consideration. The local office re- 
cently received from R. M. Estes, Deputy 
Commissioner of Internal Revenue, the 
following rulings on the questions that 
had been submitted, many of which are 
not at all new to the jewelry trade but 
some of which settle points that are more 
or less vague at least to the minds of 
some of the Collectors. 

Commissioner Estes’ rulings sent to Col- 
lector Page are as follows: 


You are advised that the question of the 
taxability of metal frames for hand bags is 
under consideration by the Bureau, and as soon 
as a final decision is reached, you will be 
promptly advised. 

Book ends and paper weights made of bronze 
and ornamented with gilt are not subject to the 
tax imposed under Section 605, Revenue Act of 
1932, unless ornamented, movnted, or fitted 
with precious metals, or imitations thereof 
(other than silver-plated ware), or ivory, and 
sold by the manufacturer, producer or imnorter 
thereof for $3 or more. In the event the or- 
namentation is gold or gold-plated, then the 
tax imposed under the above-mentioned section 
of the Act will attach to such articles when 
sold by the manufacturer, producer, or im- 
porter thereof for $3 or more. 

Diamonds and mountings which were pur- 
chased prior to Tune 21, 1932. and sold in the 
same form in which purchased are not taxable 
under Section 605. Revenue Act of 1932. How- 
ever, if such articles were manufactured, pro- 
duced, imported, or further manufactured prior 
to the sale, the tax will attach when such ar- 
ticles are sold by the manufacturer, producer 
or importer thereof for $3 or more. In the 
event such articles are assembled by the cor- 
poration prior to the sale. vou are advised it 
is held that the assembling of taxable articles is 
a manufacturing process and the tax imposed 
under Section 605, Revenue Act of 1932, will 
attach to the price for which the comnrleted 
articles are sold. If they are sold at retail. the 
tax will attach to the price for which the same 
or similar articles are sold in the ordinarv 
course of trade by the manufacturer, producer 
or importer thereof. 

ere mountings and diamonds are sold cen- 
arately and such articles were not mannfac- 
tured, produced, imported. further mannfac- 
tured, assembled, or purchased tax free from 
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the manufacturers, producers or importers 
thereof, no tax will attach to the sale thereof. 
If such articles are returned to the corpora- 
tion at a later date for assembling or to some 
other jeweler, it is not considered that the as- 
sembling of such articles which are not the 
property of the assembler is a sale by the man- 
ufacturer, producer or importer and the cor- 
poration will not be liable for tax. 

If a customer brings one of his own dia- 
monds to have mounted and the mounting was 
purchased by the corporation prior to June 21, 
1932, and was not further manufactured by it 
prior to the sale, no tax will be due the Gov- 
ernment. 

Section 622, Revenue Act of 1932, provides 
that a person who manufactures, produces or 
imports an article for his own use is liable for 
tax on the use of the article in the same man- 
ner as if it were sold by him. 

In view of the above-mentioned provision of 
the Act it is held that the customers who have 
taxable articles assembled for their own use 
are producers within the meaning of the law 
and liable for the tax imposed under Section 
605, Revenue Act of 1932, on the price for 
which the same or similar articles are sold in 
the ordinary course of trade by the manufac- 
turers, producers or importers thereof. In such 
cases where articles are assembled for the con- 
sumers the person who does the assembling 
should immediately report to your office the 
names and addresses of such consumers, prior 
to the delivery of the articles, together with 
such information as will show the price for 
which the same or similar articles are sold in 
the ordinary course of trade by the manufac- 
turers, producers or importers thereof. 

In computing the tax due the Government 
on the sale of the complete articles credit may 
be taken for any tax previously paid to the 
manufacturers, producers or importers of the 
parts so assembled. 

R. M. ESTES, 


Deputy Commissioner. 


As far as the reference to Section 622 
is concerned and the suggestion to the 
Collector that he sees that repairers us- 
ing customer’s articles in assemblying 
jewelry, report the same to the Collector 
with the name and address of the cus- 
tomer and the value of the article, this is 
believed to be a mistake by the jewelry 
trade, and a protest is being made by the 
Special Committee on the Jewelry Tax to 
the Internal Revenue Department against 
the application of any such theory. 

It is pointed out that Section 622 was 
intended to cover nothing but articles pur- 
chased abroad and brought in by the 
owners, in order that the jewelry tax 
could apply to such articles the same as 
if purchased here. Also that it had no 
relation to jewelry assembled or produced 
on behalf of the customer in this country. 





Five Men Held for Trial Charged With 
Counterfeiting Watch Dials 


Following the arrest of a number of 
men charged with having manufactured 
watch dials and stamped them with the 
trade marks of leading watchmakers, 
these dials being used to sell inferior and 
spurious movements as nationally adver- 
tised products, the following have been 
held for trial in Special Sessions: Abra- 
ham Bloom, 78 Bowery, who waived a 
hearing before Magistrate Aurillio and 
was held in $500 bail; William Chon, 
president of the Superior Watch Supply 
Co., 78 Bowery, and Benjamin Spater 
(employee) both held in $1,000 bail each; 
Charles Wapner, 80 Bowery; Morris 
Stolzenbery, 78 Bowery, and Jacob 
Schoenholtz, president of the Swiss Ra- 
dium Dial Co., 30 Irving Place, each held 
in $500 bail. As reported in the October 
issue of THE JEWELERS CIRCULAR. Edwin 
B. McGonigle, 828 President St., Brook- 
lyn, and Marcelle Courvoiseur, president 
of the Berna Swiss Dial, Inc., have also 
been held for Special Sessions. 
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Exquisitely Rich JUST OFF 
Deep Plate Etching THE PRESS! 


BACCARAT GLASS Our New 1933 Catalog of 
Quality Merchandise 
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ERE, in one volume, are the newest, finest 
lines of nationally advertised merchandise, 
every one selected for quality and salability. , 
Swiss and American Watches, Diamond Set P 


Jewelry, General Jewelry, Novelties, Toilet- Roe 





We are prepared to fill orders immediately 
on this and many other most attractive 





patterns in this well known Crystal and wane; Clocles, Plat dal Biliew Siewen a 
Colored Glassware which we carry in stock. and Leather Goods—every requirement ,¢ 
| f you desire matching to fill in old Baccarat for the progressive jeweler, immedi- Pa 
patterns we will be glad to import them. ately available. Our courteous, ,¢” 
efficient service assures the ac- Ps 
—_— 
Our stock of China and Glass- a ar ee eae , 
tion of your orders. Fa ea or 
ware is complete and orders of of 
will receive prompt attention. A ty re 
SEND FOR THE f°. @ oY 
CATALOG— oS Qu Sf 
PAULA.STRAUB & CO. IT TELLS SPY Of g 
' ITSOWN So 8 Fo LS - 
105-107 Fifth Ave. at 18th St., New York story 2 Pats wo SS - 
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Waterbury Clock Co. Announces 
New Officers 


WATERBURY, CONN.— The Waterbury 
Clock Co. has completed its re-organiza- 
tion plan which leaves the company in a 
strong financial position. The new presi- 
dent and treasurer of the company is 
James R. Sheldon who was formerly as- 
sociated with the company for a period of 
10 years. He is a son-in-law of Irving 
H. Chase for many years president of the 
company. 

“At the present time,” said Mr. Shel- 
don, “we are having an unusually good 
volume of business, which is demanding a 
production schedule requiring our full 
production.” 

In addition to Mr. Sheldon the follow- 
ing are the present officers: C. H. Grang- 
er, vice-president; Geo. H. Close, secre- 
tary, and Carl Craft, assistant treasurer. 


New Auction Ordinance in 
Grand Rapids, Mich. 


Granp Rapips, Micu., Aug. 10.—A most 
satisfactory jewelry auction ordinance 
went into effect in this city a few days 
ago as a result of the agitation of the 
local jewelers. The ordinance provides 
for a heavy license fee and a bond of 
$2,000 for all prospective auctions which 
may only be run under a permit and 
under the supervision of an expert ap- 
pointed by the city manager. 

The new law provides against the use 
of deceit and fraud in bidding for the 
sale by a person other than the auctioneer 
and provides against adding property to 
the stock sought to be sold after the in- 
ventory is filed or within sixty days of 
filing. It also provides that all gold, 
silver, platinum, etc., shall bear a tag 
showing the quality while the quality and 
color of all precious and semi-precious 
stones must be indicated. 

Sales of jewelry may be made at auc- 
tion only between 8 a.m. and 6 p.m. 


Survey to Develop Extent of Cata- 
log Buying by Cleveland 
Industrial Organizations 


CLEVELAND, Ouro, Oct. 15.—What the 
effect of the use of catalogs by purchas- 
ing departments of large industrial or- 
ganizations is, as far as local retailers are 
concerned, may be determined by a survey 
now being made by the Retail Merchants 
Board of The Cleveland Chamber of 
Commerce. 

As a result of the agitation stirred up 
by various trade organizations, prominent 
among which is the Twenty-Four Karat 
Club of Cleveland, the Retail Merchants 
Board is making a careful study to as- 
certain the extent of catalog buying 
-(wholesale-retailing) which is being done 
through the industrial and commercial 
fields of this district. They have sent to 
every large organization a questionnaire 
asking if its purchasing or other depart- 
ments buy merchandise for employes; 
what catalogs are used for this merchan- 
dise; what are the types of merchandise 
purchased and the amount of business 
done through the organization. The 
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questionnaire also seeks to find out 
whether the catalog houses compensate 
anybody in the business organization 
which does the buying. 

In speaking of this work, H. B. Mc- 
Cague, secretary of the Twenty-Four 
Karat Club, referred to it as the first 
step in a very definite plan to try and 
prevail upon these corporations to see 
wherein industrial selling is damaging 
retail business. 








Diamond Hoarding Skyrockets Prices 


WASHINGTON, Oct. 18 (U. P.).—Dia- 
monds have gone up in price, partly because 
many are turning their cash into gems, the 
National Geographic Society said in a survey 
today. 

It estimated that if the diamond holdings 
of the United States were divided equally, 
each family “would own between $150 and 
$200 worth of diamonds.” 

“In times of depression there is a tendency 
among certain peoples to condense and sta- 
bilize accumulated wealth by putting it into 
gems,” the society reported in giving reasons 
for the present high price of diamonds.—New 
York Sun. 


Jewelry Trade Club Elects Officers 
and Honors Founder 


At the annual meeting of the Jewelry 
Trade Club held at its beautiful club 
rooms at the top of 1 West 47th St., 
New York, Thursday evening, Sept. 29, 
new officers for the ensuing year were 
elected. The meeting was one of the 
best attended gatherings that the Club 
has held and much interest was evinced 
in the address of Retiring President Katz, 
who gave a brief outline of the history 
of the club since its inception. 

Another interesting event of the eve- 
ning was the tribute paid to Leonard 
Katz as founder and organizer of the 








club, to whose efforts the growth of the 


organization was in large part respon- 
sible. As a mark of appreciation, the 
club made him an honorary life member 
of the organization and presented him 
with a gold membership card. 

The new officers chosen are as follows: 
President, Milton Heller of L. Heller & 
Son; vice-president, Edward L. Stern of 
the Tavannes of America; treasurer, 
Isidore Lassner of Lassner & Bamberger, 
and secretary, Aaron Sverdlik of Robin- 
son & Sverdlik. The executive commit- 
tee consists of Louis Jaskow of Jaskow 
Bros.; Paul Schoncite, of Braunstein- 
Schoncite, Inc.; John Ballard, Bulova 
Watch Co.; Bert F. Young of Jules 
Franklin, Inc.; Leonard S. Katz, Walter 
Lampl, Walter Eitelbach and President 
Heller and Secretary Sverdlik, ex-officio. 





Eugene Edelstein 


Excin, Itt.—While not unexpected by 
his nearest friends in the trade the an- 
nouncement of the death of Eugene Edel- 
stein here on Oct. 12 came as a shock to 
his host of friends in the industry 
throughout the country. 

Mr. Edelstein was 61 years of age at 
the time of his death and had resided in 
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this country since he came here at the 
age of 11 from Budapest, Hungary, where 
he was born on Aug. 4, 1871. His first 
job in Chicago was that of a news boy and 
it was while engaged in this work that 
he came to the attention of the late M. C. 
Eppenstein, founder of the Illinois Watch 
Case Co. in Chicago, which was later 
moved to Elgin. The good judgment of 
Mr. Eppenstein, who gave the boy a posi- 
tion in the factory, was amply proven in 
later years, for Mr. Edelstein eventually 
became vice-president and practically the 
operating head of the company before 
severing his connections in October of 
last year, after 45 years of service. 


Mr. Edelstein was always prominent in 
the industrial activities of the watch and 
jewelry industry as well as in the busi- 
ness, civic and social circles of his home 
city. His personal characteristics, his 
friendliness, his genial smile, plus busi- 
ness sagacity and enterprise won him in- 
numerable friendships in the trade and 
out. 


Mr. Edelstein is survived by an only 
son, Edwin, Mrs. Edelstein having died 
on Nov. 5, 1931. He is also survived by 
two brothers and one sister. Funeral ser- 
vices were conducted on the 14th by Rev. 
Winfred H. Ziegler, archdeacon of the 
Chicago diocese of the Episcopal church, 
formerly pastor in Elgin and long time 
friend of both Mr. and Mrs. Edelstein. 


]. B. Sylvan Honored 


Co_umsia, S. C., Oct. 16.—J. B. Sylvan 
prominent Columbia jeweler, was elected 
president of the Columbia Merchants As- 
sociation at the annual dinner held re- 
cently at the Jefferson Hotel. 

Mr. Sylvan is a member of the firm of 
Sylvan Bros., one of Columbia’s oldest 
jewelry establishments and has long been. 
active in the civic life of the city. He 
succeeded F. D. Needham. ° 


Mark Franklin 


Mark Franklin of Jules Franklin, Inc., 
608 Fifth Avenue, New York, died Sept.’ 
29 at his home, 601 W. 113th St. He was’ 
secretary of the corporation. Funeral 
was held on the following Friday from 
the West End Funeral Chapel. 


Deceased is survived by his widow and 
two sisters. He was 70 years old and had 
been sick for several months. 


Mr. and Mrs. Samuel Bauman Cele- 
brate Golden Wedding Anniversary 


St. Louis, Mo.—Mr. and Mrs. Samuel 
H. Bauman, Bauman-Massa Jewelry Co., 
720 Olive St., celebrated their 50th wed-' 
ding anniversary on Oct. 15. 


An open reception for relatives and 
friends was held at the Congress Hotel 
and was attended by more than 500 peo- 
ple and many others went to the store 
to add their congratulations. Letters and 
telegrams from nearly as many more 
came from all sections of the country and 
from abroad. Mr. Bauman has been in 
the jewelry. business 51 years. 
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C. P. Kruger, formerly at 183 Dyckman 
St., has moved to larger quarters at 172 
Dyckman St. 

Fred G. Fleischman, jewelry manufac- 
turer, has moved from 36 W. 47th St. to 
45 W. 45th St. 

Nat. R. Hirschhorn, representing the 
Parker Watch Co., 580 Fifth Avenue, 
is now calling on the trade in his terri- 
tory throughout the middle west. 


The opening meeting of the fall season 
was held by the Jewelers Square Club 
on Tuesday evening, Oct. 11, at the Hotel 
Alamac, 71st St. and Broadway. 

Arthur J. Birkner formerly of Birkner 
& Cowan, Inc., 1178 Sixth Ave., has 
opened a store under the name of The 
Gold & Silver Shop, Inc., at 400 Madison 
Ave., which will be under his personal 
supervision. 

Henry Miller, of Miller & Veit, Inc., 
importers and cutters of diamonds, re- 
turned a short time ago on the Deutch- 
land from a purchasing trip to the dia- 
mond markets at. Amsterdam and Ant- 
werp. 

The evening of Oct. 4 was set aside by 
the New York Jewelers Benevolent As- 
sociation as Ex-presidents night. The 
gathering was held at Proctors Lodge 
Rooms, 148 E. 58th St. Only members of 
the association were invited. Entertain- 
ment and refreshments were enjoyed. 


O. F. Bale & Co., have opened a jewel- 
ry store at Bay St., opposite the Para- 
mount Theatre, Stapleton, S. I. Other 
branch stores are operated by the com- 
pany at Albany, N. Y., Norfolk, Va., San 
Pedro and San Diego, Cal., and in Man- 
hattan. 

Mandell E. Lewis, jewelry auctioneer, 
241 W. 97th St., returned recently from 
Plattsburg and Montreal where he has 
been conducting successful auction sales. 
At Plattsburg he conducted a sale for W. 
E. Cross. He has since gone to Ken- 
tucky to start a sale in that state. 

The firm of Rogers & Abrams, jewelry 
auctioneers, 10 W. 47th St. are conduct- 
ing two auction sales. The sale of 
Roberts, Inc., Cleveland, Ohio, which is 
retiring from business is being conducted 


by Louis J. Abrams, and the sale of The ; 


Hartwell Jewelry Co., Oklahoma City, 
Okla., is being conducted by J. Arthur 
Rogers. 

At the recent convention of the Had- 
assah Organization of America at the 
Hotel Commodore, Mrs. Samuel W. Hal- 
pern was elected president. This is the 
largest women’s Zionist organization in 
the world, having a membership of 40,- 
000. Mrs. Halpern is the daughter of 
Philip Luria of L. Luria & Sons, 623 
Broadway. 

In the art collection of the late Charles 
W. Gould, the sale of which began Oct. 
27 at the American Art Association An- 
derson Galleries, 30 E. 57th St., are some 
notable antique bronzes and porcelains 
among the former being an Etruscan en- 





graved bronze cista of the 111th Century 
B.C., among the latter, a mirror-black 
K’Ang-Hsi vase. 

The Hammel, Riglander-Pennant Corp- 
oration, 209-211 West 14th St., announces 
the purchase of the entire stock of watch 
material of the South Bend Watch Co. 
This material has been placed in stock. 
While in many instances the factory 
formerly furnished material direct to re- 
tailers, the Hammel, Riglander-Pennant 
Corp. will adhere to its policy to supply 
material only to jobbers, and all such or- 
ders will be returned to the retailers with 
the request that the material be ordered 
through their regular jobber. 








THE BIG PARADE 


—‘‘We don’t need to advertise. 
knows our line.” 


—That’s an old alibi, all too familiar to the 
advertising man. 


—But the average manufacturer who be- 
lieves that his product is well known to 
all the prospective buyers in the field is 
forgetting that his prospects are not a 
stationary audience but a parade. 

—This parade is constantly in motion and | 
believe that hundreds and possibly thou- 
sands of these new and revitalized mer- 
chants are not acquainted with many lines 
that are not advertised in THE JEWELERS’ 
Circucar. 


Everyone 


. —Thousands of merchants may be called 


upon tomorrow to decide upon a new line 
to meet the requirements of an _ ever- 
changing clientele. , 

—Advertising is making a constant impres- 
sion upon their minds, and when the time 
for a change comes, the advertised line has 
got an edge over the line that is “too well 
known to be advertised.” 


Seviar6Viliees— 


President. 








Walter McTeigue, well known manu- 
facturing jeweler who temporarily re- 
tired about a year ago, recently returned 
from Europe after a seven months’ trip 
abroad completely restored in health and 
has now become associated with his son, 
Walter J. McTeigue and Peter J. Kane 
who, February last, started in business as 
McTeigue & Co., at 16 W. 52nd St. While 
abroad Mr. McTeigue spent six months 
in Paris, studying designing with one of 
the foremost artists of the industry, spe- 
cializing in particular on the trend of 
jewelry styles. He returned with a num- 
ber of new ideas which are being taken 
up successfully with his firm. 

At the regular monthly meeting of the 
Jewelers 24 Karat Club held Oct. 19 at 
the rooms, 15 Maiden Lane, the recom- 
mendation of the directors that the club 
appropriate from the treasury $1,000 to 
be donated to the Jewelry Trade Divi- 
sion of the Unemployment Relief Fund 
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of New York was unanimously approved 
by the members. President Sommer pre- 
sided and the regular routine business 
was transacted. A referendum on the 
subject of the banquet is now going out 
and action on the same will probably be 
taken by the directors before the next 
meeting in November. 

A most interesting meeting of the 
Horological Society of New York was 
held Oct. 4. The principal feature was a 
lecture by Major Paul M. Chamberlain, 
well known horologist and collector of 
watches, whose discourse “Fifty Varia- 
tions in Escapements” was illustrated by 
50 specimens of watches containing the 
escapements under discussion together 
with detailed drawings of the mechanism 
to explain them to the jewelers who lis- 
tened. The escapements described were 
of various characters, all interesting, the 
speaker beginning with the lever escape- 
ment invented by Mudge and made by 
Breguet in 1790 before the adoption of the 
draw wheel which he used soon after- 
ward. One of the last escapements shown 
was one made by Tiffany & Co., when 
this concern had its own factory in 
Geneva. 

One of the finest private collections of 
gems and jewelry to go under the ham- 
mer in many years is that of Mrs. Rose 
Osgood Brillhart, which is to be desposed 
of at the American Art Association, An- 
derson Galleries, 30 W. 57th St., on the 
afternoon of Nov. 16. The collection 
which will go on exhibition Nov. 12, con- 
tains some of the most flawless precious 
stones available as well as_ exquisite 
pieces of jewelry in platinum settings. 
Prominent in the collection is a marquise 
diamond of 13.58 carats of rare color and 
absolutely perfect; also a perfect emerald 
cut diamond of fine blue color weighing 
20.31 carats, both set in rings. A pair 
of earrings contains two gem, pear shape 
emeralds, of the total weight of 12.87 
carats of rare color and matching exact- 
ly. There is a necklace of 83 oriental 
pearls of rose color and other items. 

One of two men who attempted to hold 
up the office of a diamond importing con- 
cern in the Maiden Lane district was 
taken into custody recently. He was 
seized after a brief chase during which a 
storekeeper was wounded in the leg by 
a stray bullet fired by a policeman. Short- 
ly after opening the Fifth floor offices of 
Gutwirth Bros., diamond importers, 87 
Maiden Lane, a bookkeeper was con- 
fronted by two armed men. One of the 
robbers was sealing her mouth with tape 
when a proprietor entered. The intrud- 
ers fled and as they ran out of the build- 
ing they were pursued by a policeman 
who arrested one of them. The prisoner 
was taken to the Old Slip Station where 
he was identified by the jeweler and the 
bookkeeper. 

(Turn to page 121) 
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CHICAGO: 


Oscar Heyman and Louis Heyman, of 
Oscar Heyman & Bro., New York, called 
on the trade in Chicago during October. 

Maynard G. Levy left Chicago on Oct. 
12 for Fargo, N. D., to open an auction 
sale for the Crescent Jewelry Co. 

P. B. Noyes, president, and Harley 
Noyes, of Oneida Community visited the 
trade in Chicago recently. 

G. H. Niemeyer, of Handy & Harman, 
New York, transacted business here du- 
ing the month of October and visited 
with his host of friends in this city. 

J. I. Rudolph, trade watchmaker and 
wholesale jeweler, formerly located in the 
Heyworth building, is now located in the 
building at 27 E. Monroe St. 

Charles Shaw, prominent retail jeweler 
of Dallas, Texas, visited the Chicago 
market last month, accompanied by Mrs. 
Shaw. 

Fred Simmons, of Simmons & Clark, 
and Sam Gerson, Gerson Jewelry Co., 
Detroit, visited Chicago recently on busi- 
ness. 

Tobias Stern, of Jacques Kreisler & 
Co., New York, and for many years their 
Chicago manager, visited his many 
friends in the trade here the middle of 
October. 

David Furman, of Helbein-Stone Co., 
New York, transacted business and vis- 
ited friends here recently returning home 
from an extended business trip through 
the southern territory. 

James P. Grassick, sales manager of 
Alvin Co., visited their Chicago office 
early in October and continued on a busi- 
ness trip to the Pacific Coast. Mr. Gras- 
sick spent many years in the silver trade 
in Chicago and is well known here. 

George Edwards, of Edwards, Ludwig, 
Fuller Jewelry Co., Kansas City, Mo., 
was one of the visitors to Chicago re- 
cently. Mr. Edwards visited many of his 
friends here while attending to the busi- 
ness that called him here. 

The Lug-Less Watch Co., 35 E. Wacker 
Drive has been incorporated with a capi- 
tal of 500 shares non par value to do a 
general jewelry business. The incorpor- 
ators are: A. E. Manheimer, S. G. Copan 
and M. Zimbler. 

H. Kurzon & Co., formerly the Kurzon 
Co., 335 W. Madison St., have recently 
opened a new wholesale jewelry store at 
17 N. Wabash Ave., and have a complete 
new line of merchandise. The new place 
is much larger and more efficient than the 
old. 

The entire business and assets of Ret- 
tig-Stamm-Gruen, Inc., located at 35 E. 
Wacker Drive have been taken over by 
Paul R. Gruen, Inc., recently incorporated 
for that purpose. The policy of distribut- 
ing American watches exclusively will 
be continued. 

W. A. Kinsman, president, and C. J. 
Pendill, sales manager of the Towle Mfg. 
Co., spent several days in Chicago re- 
cently visiting their Chicago office. Mr. 
Kinsman returned to Newburyport from 
here and Mr. Pendill continued on a busi- 
ness trip west. 
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There was an interesting zone meeting 
of the members of the Gemological In- 
stitute of America here on the evening of 
Oct. 10, Robert M. Shipley, president, was 
here and lectured on that evening. Mr. 
Shipley was making quite an extended 
visit, visiting local groups in the cities 
of the middlewest and northwest. 

The Convention Committee of the Na- 
tional Association of Credit Jewelers has 
selected Chicago for the 1933 convention 
city, and the convention will probably be 
held in September. The committee asks 
every jeweler to plan now to attend the 
convention and the great Century of 
Progress Jewelry Exhibit which the as- 
sociation is planning. 

James G. Flatau, well known manufac- 
turers’ representative, announced recently 
that he will call on the trade in Chicago 
and the Middlewest with the complete 
line of Papazian Bros. of New York. Mr. 
Flatau has opened offices in suite 811 of 
the Pittsfield building at 55 E. Washing- 
ton St. 

Ed. T. Pundt, retail jeweler located at 
1423 Wilson Ave., died on Oct. 1 at the 
Hines Hospital in this city after a brief 
illness. His death resulted from compli- 
cations following sinus trouble. Mr. 
Pundt was 38 years old and unmarried. 
He is survived by three brothers and one 
sister. Burial was at Carpenterville, IIl., 
his old home. Mr. Pundt had been very 
successful in Chicago and his death is a 
loss to the retail trade of the city. 

Goldsmith Bros. Smelting & Refining 
Co. are sponsoring an exhibit on colloidal 
gold, which will be placed in the Hall of 
Science, in the chemistry section of the 
Basic Science Division at the Exposition. 
In this exhibit there will be automatically 
shown the formation of the beautiful 
cherry-red (finely dispersed) gold and 
the growth of the colloidal particles on 
the addition of an electrolyte to form the 
blue colloidal gold and finally the com- 
plete precipitation of the gold. 

Announcement is made that the plans 
for the semi-annual National Chicago 
Lamp Show in the Merchandise Mart are 
well under way. This important market 
event will run concurrently with the Mid- 
Winter Furniture Market, from Jan. 3 to 
14, inclusive. Many important lamp and 
shade manufacturers have permanent dis- 
plays in the Merchandise Mart, and their 
exhibits will be supplemented by those of 
other representative concerns. 

The name of a new wholesale jewelry 
house was added to the list in Chicago 
last month and announcement was made 
that they would be ready to serve the 
trade by the first of November. The 
name of the new concern is A. C. Junior, 
Inc., organized and incorporated by A. C. 
Becken, Jr. and S. C. Lund, both of whom 
recently severed their connection with the 
A. C. Becken Co. Both are well known 
to the jewelry trade through their long 
association with the A. C. Becken Co. 
and have a host of friends who wish 
them well in their new venture. They 
will be located in suite 756 in the 
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Jewelry News Flashes from the 
Great Central West 


Pure Oil building at 33 E. Wacker Drive. 

Arthur L. Fisher, manager of the sil- 
verware department of The Ball Co., is 
the second member of this organization 
to be rewarded for 50 years of continued 
service with the organization. On Oct. 1 
he completed his 50th year and later in 
the month was presented with a diamond 
studded gold medal by Sydney Y. Ball, 
the president, in the presence of a num- 
ber of other associates. The first to be 
presented with the 50 year medal was 
W. G. Rattray, of the diamond depart- 
ment, who received his on July 1, 1926. 
The next one eligible will be Charles 
Spencer, of the jewelry department, who 
will complete his 50th year in 1934. 

The monthly luncheon meetings of the 
Chicago Jewelers Association were re- 
sumed in October when a meeting was 
held at the Palmer House on Oct. 20. 
President A. C. Becken, Jr., presided and 
only a brief business session was held 
following lunch. Chairman Harry 
Radix, of the Social Relations Committee 
announced that the annual dinner in 
January would be similar to that of this 
year with only members of local houses 
and their employees present. Chairmam 
Guy Dickinson, of the Century of Prog- 
ress committee reported on progress made: 
so far on plans of a jewelry exhibit: 
and was most optimistic that this would 
be one of the outstanding displays of the 
exposition. An amendment to the by- 
laws was adopted by which the annual 
dues for 1932 and 1933 are $50 and $75 
thereafter. 

The Federal Trade Commission has 
ordered the Jeffrey Jewelry Co., this 
city, to cease representing by the words 
“Indian” or “Navajo,” or by other words, 
that the jewelry it sells is manufactured 
by hand by American Indians, when such 
is not true. Just prior to the issuance 
of this order the company filed an an- 
swer in which it refrains from contesting 
this proceeding and consents to the 
Commission’s order. In its formal com- 
plaint, filed in February, the Commis- 
sion charged that this company repre- 
sented that “said jewelry so offered for 
sale and sold by respondent is ‘Indian’ 
jewelry or that the said jewelry so of- 
fered for sale and sold by respondent is 
‘Navajo’ jewelry, when in truth and in 
fact, the said jewelry * * * is man- 
ufactured or fabricated by machinery in 
mills or factories.” The Commission 
charged that this was misrepresentation. 

Manufacturers and wholesalers of rings 
have already felt a slight impetus in 
business as a result of the plan to con- 
centrate the promotion of rings during 
the week of Nov. 14-19. In addition, 
however, it has increased business of 
those who refinish rings. One concern 
who makes a specialty of rhodium plat- 
ing white gold jewelry has been very 
busy with orders from jewelers in various: 
sections of the country to refinish rings: 
in this way. There have also been other: 
by-products of the ring promotion move-- 
ment that are expected to help business. 
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SSUMING that we have all the teeth milled in the 
saws we are making, what is the most suitable 
method to follow in hardening them? 


Answer—A thin saw or any thin piece of steel is 
usually very difficult to harden without distorting it. 
We may readily observe this if we take a saw blank, heat 
it red and plunge it into water. It makes no difference 
how we heat such a thin piece or what position we hold 
it in when quenching; the piece will usually be so badly 
distorted that we are unable to use it. If we perform 
the same experiment and quench the piece in oil, it will 
not be so badly distorted as it was when we used water 
as a quenching medium, but it will be distorted, even 
with this method. 

The most suitable method to follow in hardening such 
saws and cutters as we make is to place a number of them 
on a small bolt and lock them securely in position with a 
nut. For this purpose, we shall require a bolt made of 
soft steel, preferably a machine bolt with six-sided head 
and nut long enough to take the entire dozen saws we 
are making, and two washers one-quarter of an inch in 
length. The head of the bolt and the nut should be at 
least five-eighths of an inch in diameter, to fully inclose 
the saws. The bolt should be of such character as to fit 
loosely in the arbor hole of the saws. We may not be 
able to find such a bolt in regular stock, but we may 
turn the shank down to three-sixteenths and thread it 
and make a nut to fit. We may also make two washers 
for use as fillers as required. The inside of the bolt 
head and the nut should be turned smooth and flat so 
that the saws will not be distorted when they are clamped 
in place. 

Assuming that we have the bolt and nut at hand, we 
may place all of the saws on the bolt with the teeth all 
in line, just as they were when we finished the milling 
operation. ‘Then the nut is applied and the lot securely 
locked in place. 


HAT is the most suitable method of heating 
pieces when we wish to harden them? 


Answer—It will be observed that if we attempt to 
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heat such a piece of metal (we must consider this lot of 
saws and the bolt as one piece of metal in this case) with 
an ordinary blow-pipe, we shall obtain very irregular 
heating, as the point of contact with the flame will be 
hotter than the opposite side. Furthermore, it is not 
good practice to apply the flame directly to the surface of 
fine steel. 

The most suitable method of heating the piece is to 
place it in a clean crucible in the furnace. We use the 
small furnace such as a jeweler uses for melting gold or 
silver. With this method, we may quickly heat the 
piece uniformly throughout. A muffle furnace is still 
better for this purpose, but is not as available as the 
regular melting furnace. The piece should be heated to 
a full cherry red and we should be very careful not to 
allow any higher heat or the steel is quite liable to be 
ruined. This applies to Stub’s steel, which we should 
use for our saws and cutters, but certain brands of steel 
require to be heated to a white heat to obtain best results. 


HAT is the most suitable quenching medium to use 
for hardening our lot of saws? 


Answer—We mentioned that water would distort a 
thin piece of steel to a greater extent than oil. Water 
also has the same effect on a thick, bulky piece, although 
the effect is not as apparent as in the thin piece. Conse- 
quently, oil is quite preferable to use as a quenching 
medium for our purpose, and the best results are ob- 
tained with cottonseed oil. Cottonseed oil is put up for 
cooking purposes and obtained at any grocery store. 
Wesson oil is a very good brand. 

Assuming that we have a cup of such oil at hand and 
our piece of metal is ready to harden, we may plunge the 
piece lengthwise into the oil. It is advisable to have at 
least a pint of oil at hand to handle the piece properly. 

When hardening a piece of steel of this character, we 
should grasp the end of the bolt with a pair of tongs, 
which should be previously heated red, and when quench- 
ing we should move the piece around in the oil. The 
essential effect we wish is to harden the piece as quickly 
as possible, and it does not always suffice to simply throw 
the piece in the oil and let it cool “any old way.” Saws 
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and cutters such as we use seldom require having the 
temper drawn after they are oil-hardened. 

It sometimes happens that such a piece will not harden 
successfully. After it is removed from the oil, it should 
be tested at several points with a file to determine if it is 
actually hardened. The method is very good, and if 
results are not obtained at first, we must repeat the oper- 
ation until we are able to harden it properly. 

Assuming that the piece is properly hardened, we may 
clean the saws to a certain extent before removing the 
bolt. First, we will wash the piece in gasoline to re- 
move the oil, then we may use a fine steel brush in the 
lathe and brush lightly ‘lengthwise over the teeth of the 
saws. This will remove most of the scale. Then we 
may remove the saws from the bolt and place them in 
dilute hydrochloric acid for a few moments, which will 
remove all of the scales and leave the saws a uniform 
gray color. Thin saws which are hardened in this man- 
ner will be in very good condition for milling the slots 
in our- pinion cutters. We cannot expect perfect saws 
from this method, but they will be found very good. 
If we wish a perfect saw for very accurate work, the 
saws must be hollow ground. In this class of work, the 
saws are ground true on each side and the edge is left 
slightly thicker than the center. With such saws a long, 
true slot may be milled in spindles, etc. We shall de- 
scribe such grinding later on. 


SSUMING that our saws are ready for use, how 
shall we proceed to use them for milling out the 
tooth spaces in our pinion cutters? 


Answer—We shall require the saw and a 30-degree 
angle cutter for milling the tooth spaces in our pinion 
cutters. We shall make the first cut with the saw and 
then follow this with the 30-degree angle cutter. 


The pinion cutters on which we produced the various 
forms of tooth curves should be placed on the arbor 
chuck. We may cut as many of the pinion cutters at 
one operation as our arbor chuck will conveniently hold. 
In a cutter of this type, we usually mill 15 teeth. Pre- 
vious to placing the arbor chuck in the lathe head, we 
shall place the index plate in position and set the index 
latch in the 15 circle of the plate. Then we place the 
arbor chuck in the lathe head and secure it. Next, we 
shall place one of the saws in the arbor of the wheel- 
cutting attachment and mount the attachment in the 


slide rest. The arbor of the wheel-cutting attachment 


should be adjusted, so that the top surface of the saw is 
exactly radial with the lathe center, and we -should ob- 
serve that the attachment is upright. We do our cutting 
on the front of the blanks and the teeth of the saw 
should point toward the head of the lathe and should be 
fed in this direction also. 


With everything properly adjusted and the cutter 
blanks locked in position with the index latch, we may 
proceed to make a light cut through the blanks. The 
complete cut should be about one-sixteenth of an inch 
deep in the blanks, but we may not be able to make all 
this in one cutting. It is usually a better plan to make 
two or three cuts, then we do not run the risk of damag- 
ing the teeth of our saw. Still, with everything in good 
working order, it is quite possible to do the entire cutting 
at one operation, and, obviously, we may save much time 
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by doing so. We make the 15 cuttings in the pinion 
blanks, then remove the saw from the arbor, but do not 
disturb the blanks. Now we may place the 30-degree 
angle cutter in position on the arbor of the wheel-cutting 
fixture. It will be remembered that we made two 30- 
degree angle cutters, one right hand one and one left hand, 
and in this case we shall use the cutter with teeth point- 
ing toward the head of the lathe, the same as the saw we 
have just used. The top surface of the cutter should be 
- dial with the lathe cutter. We may now proceed to 
take a light cut on the blanks all around. The full 
depth of the cut should be about one-sixteenth of an inch 
of the form of the pinion cutter on the outer end. 

Two or three cuttings may be required to attain this 
depth, as our 30-degree angle cutter is rather wide and 
more power is required to drive it than in the case of the 
saw. The essential thing to observe in making the 
pinion cutter is to leave sufficient stock to make a sub- 
stantial tooth, and at the same time remove enough stock 
to provide ample chip clearance. 


SSUMING that we have all of the tooth spaces 

milled in our pinion cutters, how shall we proceed 

to finish them so they will be suitable for wheel and 
pinion cutting? 


Answer—We may harden the cutters in the same man- 
ner as described for hardening the saws, remove the 
scale with scratch brush and acid. Next, they should be 
lapped smooth on each side. The lapping should be very 
carefully done and we should remove no more stock than 
is necessary to leave each side perfectly flat. We must 
also gage them with the micrometer caliper.to determine 
if they are of uniform thickness throughout, and this is 
very essential if we wish to produce a perfect cutter. 

The final lapping should be done with oil stone powder 
and oil applied to a smooth, cast iron lapping plate, and 
the cutter should be rubbed on the lap with short cir- 
cular motions. 

(To be continued) 


A Floating Sun Dial 


ORD received here tells of a new floating sun-dial 

which has made its appearance in garden pools in 
England. In construction, the report states, it is sim- 
plicity itself. 

The floating sun dial consists of an octagonal block of 
compressed cork about 1% inches thick and 10 inches in 
diameter, mounted on which is a 5-inch brass dial with 
a gnoman calibrated for the English latitude. The dial 
is artistically scrolled and imitates the best 17th century 
work. To the under side of the cork is fastened a strong 
bar magnet which serves the same function as the needle 


‘of a compass, and to the exact center of the under side a 


light swivel is attached. 

A leaden anchor is provided at the end of a length of 
copper wire, which is connected with the swivel. 

To place the dial in use one has only to launch it in 
one’s garden pond, allowing the anchor to touch bottom 
at such a distance from the edge that the float cannot 
touch its sides. The sun dial then adjusts itself auto- 
matically to the magnetic North, and is ready to record 
the solar time. 
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You Need This New Booklet 


“Testing Precious Metals 
With the Touchstone” 


By C. M. Hoke 


Tells how to estimate value of old jewelry, 
dentures, solutions, white gold; detect plati- 
num, pailadium, etc. 


24 pages of valuable facts, some never be- 
fore published. 


If you buy old jewelry, it will be worth 
its weight in gold to you. Price 50 cents. 


Your dealer, or send 50 cents to 
Jewelers’ Technical Advice Co. 
Room 3, 22 Albany Street, New York City g 
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Prisms: Their Use and Equivalents 


A book containing a more extended 
knowledge on this branch of refraction 
than is contained in works on ophthal- 
mology. Price $2.00. 


The Optical Journal and Review 
239 West 39th Street, New York 
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WORKSOP WOES ¢ QUWIFIRIIES 


"ss keep silver from tarnishing. 


Will you advise us what we could use in our wall cases 
to keep the silver from tarnishing so quickly? We have 
tried both camphor and mineral oil but neither one has 
proved very successful. (Question No. 4853) K. & S. Inc. 


Answer—lIn regard to your silver tarnishing, we would 
advise that camphor is sometimes of some benefit in pre- 
venting such tarnishing, but at the same time it will not 
eliminate it altogether. We are wondering if you are 
located around any gas or coal mines that would give off 
any sulphur fumes. Any material whatever that con- 
tains sulphur will tarnish your silver. As a matter of 
fact the mineral oil you are using may contain some 
sulphur. About the best we could do would be for you 
to make sure that there is no sulphur in any elements 
that come in contact with your silver or, at least, any 
that you can guard against. 

The Associated Silver Co., Chicago, furnishes a tarnish 
proof show case service which is being used by a number of 
jewelers who report satisfactory results. 


Licect current demagnetizer. 


Could you tell me how to make a demagnetizer for 220 


D.C. 60 cycle? (Question No. 4854) G. V. J. 


Answer—We do not believe it would be profitable to 
attempt to make a demagnetizer for direct current. It 
is necessary to have alternating current for demagnetiz- 
ing, which simply requires a solenoid coil. Now, in 
order to utilize your D.C. current you would have to 
use a converter which changes the direct current to alter- 
nating current. A converter is an expensive thing to 
make and you would hardly be able to make it unless 
you were an experienced electrician. 


Engng on filled goods. 


I am learning engraving and can engrave anything on 
copper plates, but find it very difficult to engrave on filled 
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goods. Can you please let me know how to temper my 
graver so as to overcome this? (Question No. 4855) 


Answer.—The engraver tool should be a Vantier or 
any good make of graver, which is, in most cases, tempered 
properly for engraving jewelry or copper. Sharpen the 
graver to a diamond point, having the cutting point ex- 
actly in the center. Should it not be in the center the 
point cuts away instead of following the center. Do not 
have the heel too sharp, or it will dig in instead of cutting. 
The harder the metal to be cut the more blunt the point 
should be. Beginners are advised to use a graver sharp- 
ener, which will assist in getting a straight heel. The 
graver must not be polished too much, as this will cause 
it to slip out of the cuts. If the graver has the right bevel 
and the point is just in the center and is properly sharp- 
ened it will cut any of the harder jewelry metals. Rees’s 
engraving book gives all the necessary information about 
sharpening gravers. 


"T amishing of 10 and 14-karat jewelry. 


I am conducting a combination jewelry and drug store 
and have trouble with the lower grades of gold jewelry, 
which tarnish. Is this trouble caused by the chemicals 
in the drug store? If so, how may this be prevented? 


(Question No. 4856) R. F. M. 


Answer.—There is some complaint about the 10 and 14 
karat gold tarnishing, especially where the odor and fumes 
of drugs are prevalent. The main cause of gold of such 
karat tarnishing is generally the alloy, when this latter 
contains much copper. Such drugs as sulphur, iodine, 
caustic ammonia and many others will cause not only low- 
karat gold, but also silver to tarnish very rapidly. Drug- 
gists have often been urged not to handle any gold lower 
than 18-karat, which will resist the tarnish fairly well. 
If the showcases contain a few pieces of gum camphor the 
gold and silver will resist the tarnishing somewhat. A 
coating of lacquer would prevent tarnish, but this is not 
always desirable on such small articles as jewelry. For 
silver, however, it is well suited. 
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NEW YORK NOTES 
(From page 102) 


The Bronx Retail Jewelers’ Associa- 
tion, Inc., held its regular October meet- 
ing on Tuesday evening, Oct. 11 at the 
Bronx Winter Garden. The chief speak- 
er was Phineas Peters, chairman of the 
Executive Board of Retail Jewelers As- 
sociations of Greater New York. A reso- 
lution was drawn up by the association 
and sent to the Executive Board repre- 
senting the attitude of the association in 
the matter of being classified as “manu- 
facurers or producers” under the present 
jewelry tax law. The association will 
hold its annual banquet and ball on Feb. 
12, at the Bronx Winter Garden, Wash- 
ington & Tremont Aves., Bronx. 

M. Goldstein of M. & I. Goldstein, im- 
porters of diamonds, 48 W. 48th St., 
sailed on the Europa recently on an ex- 
tended purchasing trip. While in Europe 
he will spend most of his time in the 
principal diamond markets in Amster- 
dam and Antwerp. 

The Brooklyn Retail Jewelers’ Associa- 
tion, Inc., held a meeting at the rooms 
of the association, Johnston Bldg., 8 
Nevins St., on Thursday evening, Oct. 13, 
at which time questions of importance to 
the retail jewelry trade were given care- 
ful consideration. 


Silver Concern Put on 13-Hour 
Schedule 


WALLINGForD, CONN.—The local fac- 
tory of the International Silver Co. will 
run under a thirteen-hour daily schedule 
until about Jan. 1 because of a large 
number of rush orders for articles manu- 
factured especially for the Christmas 
trade. 

Several hundred employees are affected. 


Henry Rudolph 


The sudden death of Henry Rudolph, 
one of the veteran members of the gem 
trade of New York, caused sincere regret 
in the industry. Mr. Rudolph succumbed 
to heart disease while seated at his desk 
in his office on the 8th floor at 170 Broad- 
way, passing away in the arms of Col. 
Eugene Valle, with whom he shared the 
premises. Funeral services were held 
Oct. 9 at the Campbell Funeral Church, 
Broadway and 66th St. 

Mr. Rudolph who was a native of 
Germany, celebrated his 80th birthday, 
Sept. 16 last and up until his demise 
seemed to be in good health. He came to 
this country at an early age obtaining 
employment in the gem trade and in 1893 
started in business as a member of the 
firm of Schultz & Rudolph, diamond im- 
porters. 

After the death of his partner, Mr. 
Rudolph with Charles Snedeker formed 
the firm of Rudolph & Snedeker which 
was incorporated in 1902 and remained 
in business until its dissolution in 1915. 
Since that date Mr. Rudolph continued 
alone always in the downtown district of 
New York. For many years he was con- 
sidered among the trade’s experts in dia- 
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monds and pearls and his knowledge and 
outstanding qualities gained him the re- 
spect of friends and customers alike. 

Mr. Rudolph is survived by a son, 
Walter H. Rudolph and a daughter, Mrs. 
Elsa Bilhuber. 


David de Sola Mendes 


D. de Sola Mendes, one of the pioneer 
diamond cutters of the country, passed 
away Oct. 9 at his home, 12 W. 72nd St., 
New York, after a brief illness. 

Mr. Mendes was born in London, Nov. 
30, 1860, served his apprenticeship in 
diamond cutting in his native land and 
came to New York as a young man. He 
engaged in the diamond business here in 
the early 80’s under his own name, form- 
ing the Mendes Cutting Works about 
1895 and succeeded the corporation per- 
sonally about 1901. Mr. Mendes also en- 
gaged in the industrial diamond business 
as well and was known as an expert in 
both branches. 

He retired about 1922, but a few years 
later returned to business becoming the 
president of the Mendes Cutting Fac- 
tories, 105 W. 40th St., of which his son, 
Harold, is vice-president and his son, 
Henry, treasurer. 

Mr. Mendes was a man of scholarly 
instincts, deeply interested in art and 
music. He was noted for his charity, was 
interested in religious work and was a 
trustee of Congregation Shearith Isreal, 
the Spanish and Portuguese Synagogue at 
70th St. and Central Park West, of which 
his brother, Rev. H. Pereira Mendes is 
rabbi emeritus. 

Besides his two sons who continue the 
business and his widow, Mr. Mendes is 
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survived by four sisters and three 
brothers. Funeral services were held at 
the Riverside Memorial Chapel, Oct. 12. 


Wilmington Jeweler Given Jail 
Sentence 


WILMINGTON, DEL. Oct. 14.—Louis 
Davis, jeweler, 2 East 10th St., today 
was sentenced to six months in the work- 
house by Judge John P. Nields in United 
States District Court on a charge of using 
the mails to defraud. He took an appeal 
and was released under $5,000 bail. 

Davis was found guilty by a jury at a 
trial in the United States District Courts 
on Sept. 20. 

The sentence followed the denial by 
Judge Nields, of Green’s motion for a 
new trial. 

Davis was found guilty, having mailed 
or caused to have mailed to the National 
Jewelers Board of Trade, New York, a 
false statement as to his financial condi- 
tion. 








Fred W. Wehler 


A.Lcona, Iowa.—Fred W. Wehler head 
of Fred W. Wehler & Co. died at the 
Kossuth Hospital where he was taken 
several weeks ago after a general break- 
down. He was compelled to give up all 
business activities over three months ago. 


Platinum Market 


Platinum prices, as of Oct. 25, were 
officially quoted as: 








Oe er $33.00 
Containing 5 per cent iridium.......... 34.00 
Containing 10 per cent iridium......... 35.00 
i eee ees Ee FP 60.00 
POM 5 odudsccccavavateosscene 20.00 
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What JEWELER dans ganble wilh 
Her Wedding Ring Sentiment} 


e Forever and ever through a lifetime of tender sentiment 


her Wedding Ring is a lasting symbol of that greatest of all 
days. 











e Through the dimming years of youth, into the fullness 
of maturity, her Wedding Ring recognizes no passing of 
time. Day by day, month in and out, into the years, it may 
have traveled a path, now easy—now hard. Yet, through the 
toll of daily wear, her Wedding Ring fashioned by WOOD, 
keeps the brightness of wedding-day newness. 


e “Just as new as the day it was slipped on my finger,” ex- 
claims Grandma in those declining years—long years, when 
quality and quality alone has proved the test of time. 





e The prestige and value to every jeweler in selling Rings 

by Wood reaches far beyond the point of profits and in- 
creased sales. It builds through the years customer satisfac- 
tion, measured in a heritage of life-long patronage. 





The photograph reproduced e Honest value—unquestioned quality—and satisfaction of 
mot aggll enduring sentiment, makes Rings by Wood the choice of the 
form to J. R. Wood dealers. bride who anticipates her Golden Wedding Anniversary 
— er from that supreme moment; “With this ring I do thee wed.” 
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J. R. WOOD & SONS, INC 
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Main Office and Plant ad 
1325 Atlantic Ave., Brooklyn, N. Y. | 
PARIS NEW YORK CHICAGO AMSTERDAM GC 
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